


Prin ink. 


A JOURNAL FOR ADVERTISERS. 
Gro. P. RowELL & Co., Publishers, 10 Spruce St., New YORE. 











Vor, X. NEW YORK, May 16, 1894. No. 20. 


THE ST, LOUIS REPUBLIC 


DAILY AVERAGE NET CIRCULATION 
FOR FIRST FOUR MONTHS OF 1894. 
Sr. Louts, Mo., May 5, 1894. 
Chas. W. Knapp, General Manager of THe Str. Louis REPUBLIC, being duly 
sworn, says the actual number of full and complete copies of the Daily and Sun- 
day REPUBLIC printed during the months of January, February, March and 
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Day. January. February. March. A L 
1 57,050 53,720 55,070 = 4 
54,750 54,190 54,300 
ee 58,120 58,765 55,320 
= 67,405 *67,780 55,470 
5... 52,990 53,110 54,810 
6 53,890 53,810 55,700 
7 54,030 54,040 59,820 
8 53,140 54,110 70,025 
9 54,240 53,490 54,690 

57,815 58,005 55,600 
52,420 52,660 55,820 
53,580 53,640 56,050 
54,060 54,560 60,645 
54,350 54,520 *69,105 
53,920 54,260 55,030 
57,515 58,020 55,360 
*67,070 *67,820 56,060 
52,580 53,080 55,720 
53,960 54,670 56,200 
53,870 54,870 61,055 
53,290 53,880 *70,065 
54,060 54,550 55,240 
58,550 58,310 56,350 
*67,285 *67,860 57,200 
53,600 53 190 56,790 
54,490 54,290 57,230 
54,480 54,690 60,510 
54,33) 710,405 

55,110 5,300 

58, egeeee 

1,575,805 1,753,420 1,760,360 
112,270 119,404 117,945 





Total sold..1,640,658 » F 1,468,585 535 1, 1,634,016 016 1,642,415 

Daily aver: 
net circula 
tion...... 






52,269 52,710 54,747 





+All copies spoiled in printing, left over rend pevetecete nna, are ones 3 sate att give 
HAS. 


the net circulation reaching actual readers 
aba “ Sworn to and subscribed batere me this fifth day of May, 1894. 
: SEAL: “pW. A. SMITH, 
EE My term expires June 5, 1897. Notary Public, City of St. Louis, Mo. 


By actual measurement, THE REPUBLIC has carried more paid mercantile 
advertising during the first four months of 1894 than any other paper published 
in St. Louis. Rates quickly furnished by 

THE REPUBLIC, ST. Louis, MO, 
OR AT NEW YORK OFPICE, 146 TIMES BUILDING, 
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Go where you will, 
from the rock-bound coast of Maine to the 
muddy waters of the Lower Mississippi, 


You find the papers 
of the ArLantic Coast Lists, You can’t 
get away from them, neither can you get 
away from the people who read them. They 
inhabit the land and they contribute the 
buying power of the vast extent of country 
which these papers cover. 


| There are 1400 


local weekly papers on the ATLANTIC Coast 
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Lists. They circulate in the homes, and 
through their advertising columns open 
the pocket-books of a cash-buying people. 


These local papers 
have an inestimable value and produce most 
satisfactory results, particularly to continu- 
ous advertisers. 


CATALOGUES AND ESTIMATES 
UPON APPLICATION. 


[34¢Leonard SheNew YorK 
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IS THE ADVERTISING SOLICITOR 
A BLESSING OR A BANE. 


Many unsuccessful advertisers at- 
tribute their failure to an unwise se- 
lection of mediums. They declare 
that they were persuaded, or hypno- 
tized, into purchasing space in papers 
with not enough readers, or the right 
sort of readers, to make advertising 
in them profitable to any one but the 
solicitors and publishers. Even some 
old and successful advertisers will con- 
fess that, in order to rid themselves of 
a canvasser’s importunities, or as a 
personal favor, they are occasionally 
led into patronizing mediums not 
able to give adequate returns in public- 
ity. This being the case, the question 


arises whether it would be good policy 
for advertisers to refuse interviews to 
the representatives of papers seeking 


their business. Would they be likely 
to make wiser selections of mediums, 
thereby securing better returns from 
their investments, and would the move 
valuable mediums be benefited and the 
worthless ones be forced to suspend 
publication ? 

Dr. J. H. Woodbury, the proprietor 
and advertiser of the world-famed com- 
plexion soap which bears his name, be- 
ing asked for an expression of his views 
concerning the matter, said : 

‘*T am constrained to admit that I 
have frequently been pursuaded into 
spending money in ‘what, I could not 
help thinking, were undesirable me- 
diums. I am not so liable to do this 
now, however, as when I first entered 
the advertising field. After an expen- 
sive experience, I learned to exhibit 
more firmness in resisting the eloquence 
of solicitors for mediums of whose 
value I was doubtful. I believe many 
advertisers are liable to be mesmerized 
into giving business to indifferent me- 
diums,and I think the fact that some ad- 
vertisement solicitors are much more 
successful in securing contracts than oth- 
ers is evidence that I am not mistaken. 
It has undoubtedly been the cause of 
many failures in the advertising world. 


I do not believe, however, that thor- 
oughly experienced advertisers can be 
influenced to any extent by the most 
eloquent canvassers. Like myself, 
they have learned by their experience 
that they must be able to resist a so- 
licitor’s persuasive arts or be prepared 
to make an assignment. If an adver- 
tiser finds he is easily persuaded into 
signing contracts, he should engage an 
agent to select his mediums and make 
his contracts for him. Iam persuaded 
that a cold-blooded general advertising 
agent is usually less susceptible to a 
solicitor’s arguments and appeals than 
his clients might be. 

“I certainly have a higher opinion of 
a paper which employs no solicitors 
than of one which does; at the same 
time, I acknowledge that the latter 
stands a better chance of getting my 
business. Sometimes I grow tired 
signing contracts, and then a little 
gentle persuasion is necessary to induce 
me to utilize new mediums. 

“*I am confident that if many new and 
inexperienced advertisers were to refuse 
to grant interviews to canvassers, they 
would not subject themselves to the 
risk of being persuaded into patroniz- 
ing unprofitable mediums, and their 
chances of success would, therefore, be 
greater. I am convinced that if all 
advertisers were to refuse to see solic- 
itors, the more valuable mediums would 
be benefited at the expense of the 
worthless ones. 

“*f consider a well-written advertise- 
ment in PRINTERS’ INK a first-class so- 
licitor of business. If I were a publisher 
I should manifest my faith in the value 
of publicity by advertising my paper, 
just as I now evince it by advertising 
Woodbury’s Facial Soap. I have fre- 
quently been induced to utilize a paper 
from seeing an advertisement of it in 
PRINTERS’ INK, and have no doubt 
that other advertisers have been. I, 
therefore, believe that its advertising 
patrons get good returns on the money 
they expend.” 

Mr. Alfred E. Rose, of the H-O 
Company, is the president of a con- 
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cern whose rapidly increasing adver- 
tising expenditure is securing a large 
sale for Hornby’s Oatmeal in every 
State of the Union. Just as soon as 
the seeds sown in one field gives evi- 
dence of yielding a harvest the cultiva- 
tion of another field is begun. Almost 
every advertisement solicitor in New 
York has had occasion to call on Mr. 
Rose and, consequently, he is com- 
petent to express an opinion as to 
whether they are a blessing or a bane. 

*““We make it a rule,” said Mr. 
Rose, ‘‘ never to refuse an interview, 
whether the person seeking it be a bill 
distributor or the representative of 
some first-class medium. I am satis- 
fied that I have never been led into 
signing a contract as a personal favor 
to a solicitor or in order to get rid of a 
solicitor’s importunities. I admit that 
some advertisement canvassers exercise 
a certain magnetic influence on any one 
they come into contact with, but I do 
not think there are any successful ad- 
vertisers who are unable to resist such 
influence. I scarcely agree with Dr. 
Woodbury, that because some solicitors 
are more successful in procuring busi- 
ness than others, it demonstrates that 
advertisers are influenced in the way 
referred to. <A solicitor is often able 


to convince me by evidence and sound 
reasoning that money invested in the 
paper he represents is likely to bring 


substantial returns. I may be unable 
to recognize its value as an advertising 
medium until the extent of its circula- 
tion and the class of readers it possesses 
is made apparent to me. Because one 
solicitor is able to do this when another 
would fail, it does not indicate that I 
can be persuaded into using a medium 
against my will and better judgment. 

‘“*T hardly believe it would be wise 
for advertisers to refuse interviews to 
solicitors. I find they are generally a 
highly intelligent, gentlemanly set of 
fellows and although I may not care to 
utilize a certain paper, its representa- 
tive who calls at this office may furnish 
me with information in regard to other 
mediums published in his city or State 
which will make the interview, so far 
as I am concerned, a far from unprofit- 
able one. 

**T certainly have not a better opin- 
ion of a paper which has no solicitors 
in itsemploy than one which has. I 
consider that the man who wants busi- 
ness should get out and hunt forit. A 
paper which hustles for advertisements 
shows enterprise, and an enterprising 
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paper has generally sufficient circula- 
tion to make it a valuable advertising 
medium. This, however, does not in- 
fluence me either one way or the other 
in giving out business. 

“*I read the advertisements in 
PRINTERS’ INK, especially those of 
journals published in cities and States 
we contemplate covering. I believe 
they are read by other advertisers, and 
I therefore think publishers are wise 
in courting publicity in the Little 
Schoolmaster’s columns. I also read 
the articles concerning the best medi- 
ums to use in advertising in States and 
Territories, and more than once have 
been led into utilizing ,Papers recom- 
mended in the articles.” . 


SUCCESSFUL RAILWAY ADVER- 
TISING. 


‘By Charles Rollin Brainard. 


The old saying, ‘‘ There is nothing 
succeeds like success,” is not only old, 
but polished with constant use until it 
has become a very mirror. It would 
not do to say, ‘‘used till the bones 
cropped out.” The simile would not 
hold. 

There is in the present instance the 
polish instead, and the reflection 
reaches to the utmost horizon of busi- 
ness influence. 

One of the successes of the age is 
the Northern Pacific Railway. ‘True, 
it is in the hands of a receiver, but a 
great many big roads are. It seems 
to be a way sometimes of clearing up a 
title. In addition to the usual methods 
indulged in, of local advertising, issu- 
ing folders by the hundred thousand, 
and having the goody good words of 
interested friends, editorial and other- 
wise, the road built a special car to be 
devoted exclusively to photography. 
It was fitted up with all the elegance 
of acostly Pullman. Accommodations 
for a half dozen aids to the principal 
photographer were a part of the fur- 
nishing; the ‘‘dark” room was a 
model of convenience as well as dark- 
ness ; a cuisine was attached with an 
appropriate chef, so that at no matter 
what point of the journey the expedi- 
tion might be, the members found the 
comforts of a home awaiting them 
whenever they entered the car. 

Whether on the Minnesota prairies, 
or the foot hills further toward the 
west, or the rocky defiles of the mount- 
ains, or the sunset side of the- Pacific 
slope, the car contained everything 











that the elegance or convenience of an 
Eastern home could suggest. 

It was complete in every respect. 

The car was not only complete, but 
both interiorly and exteriorly it was a 
‘* beauty.” 

Of course wherever it went it was 
visited by the local population, and no 
letter went East that did not say some- 
thing about the ‘* Photographer’s 
Palace on Wheels.” 

Wherever a good description was 
given by a local paper, several hun- 
dred extra copies were bought by the 
road, while the editor did the mailing. 
It paid, and it paid handsomely, not 
only to the editor but to the road, 

That photographer’s car on the 
Northern Pacific, and its outfit, is 
without doubt the finest thing of the 
kind ever seen. In the particular 
region through which it passes it is a 
vision of beauty. The work of the 
occupants was of the hardest kind. As 
a specimen: The car, arriving at its 
destination, was side-tracked ; the ob- 
jective point for views selected in a 
general way ; the cameras loaded on 
the backs of stalwart shoulders, and in 
the outfit were instruments of the very 
largest kind ever turned out from a 
factory ; an extra pad of blank paper 
secured by ‘‘ye scribe,” whose duty 
was to write from nature, not from 
pictures and guesswork ; and a journey 
was taken to the various points of in- 
terest, whether on the apparently 
boundless prairie; the cataracts of 
reckless rivers ; the erratic growth of 
cedars, et. al., among the foot hills ; 
the gloomy canons in the mountains ; 
the glistening snow tops of the mount- 
ain giants of a thousand years of 
growth; or the sunny slopes of the 
hills where the setting sun kisses the 
twilight on the Pacific shore. 

The expense incurred was enormous. 

Did it pay? 

Would it have been continued if it 
had not paid? Most assuredly, no. 

The photographs, drawings and 
sketches were reproduced in papers 
and magazines throughout the country. 
Sketches and stories were written. 
Books were published. Surveying 
parties hastened their work, for the 
prospective settler said he wanted a 
home in some one of those places 
pictured by the photograph, and pho- 
tographs fortunately do not lie. 


I was delegated one evening by the , 
passenger agent of the Wisconsin Cent- } 


ral, after its union with the Northern 
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Pacific, to go to Chicago, and take a 
night trip on the through train destined 
for the Pacific coast. The train left at 
Iop.m. There were fifteen heavily 
loaded cars, ranging all the way from 
baggage, smoking, emigrant, tourist, 
passenger, to Pullman. 

““You have a big load to-night,” 
said I to the conductor. 

** Oh, no, it is like this every night.” 

I know that he spoke the truth, for 
I had many such trips, and the oppor- 
tunity for the discovery of untruthful 
statements was in my hands, not his. 

What was the result attendant on 
the use of the photograph car and its 
enormous expense ? 

A section of the world hitherto un- 
known was opened, and its possi- 
bilities given to the public, for the 
public’s benefit. 

But how were the public reached ? 
There is but one answer. By the 
press. ‘The railway communicated the 
results of its labors to the press: The 
press gave the news to the world. The 
world appreciated the act by sending 
its representatives to the front, and the 
Northern Pacific is to-day one of the 
strongest of the young roads on the 
continent, and getting -stronger. 





No CAREFUL: business man would 
buy a stock of goods without knowing’ 
exactly what he is buying, and a judi- 
cious advertiser will not invest in ad- 
vertising without information as to the 
extent of publicity he will receive for 
his money.— Washington Star. 
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LITTLE 


TRUTHS 


ABOUT 


ADVERTISING 


SS 
There is a fixed, inexor- 
able fashion in Business. 
IT IS TO ADVERTISE. 





There is a fixed irreme- 
diable public habit. IT IS 
TO PATRONIZE PEOPLE 
WHO ADVERTISE. 


If you would profit by the 
Habit you must abide in 
the Fashion. 


¢ SS) 
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eas—this branch. 


ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates. 


merchants are invited to send advertisements for criticism and suggestion ; to 
ints for the betterment: f this d fostnent. Pan 
0} le 
is the retail 


send ideas, experiences 


ing ; to 
PRINTERS’ ink is a clearing-house for 











The invitation to send in advertise- 
ments for criticism has been so gener- 
ally accepted that I am overloaded. 
That doesn’t mean ‘* Don’t send any 
more.” It only explains why it is im- 
possible to give all of the communica- 
tions attention. 

I am compelled to select those which 
promise to be of most general interest, 
and I cannot promise to answer per- 
sonal communications at all. Just the 
same I am glad to get all that come, 
and if they are not used or answered it 


is not because the spirit is unwilling, P 


but because the flesh and my space 
have limitations. 

If somebody will send in some good 
ready-made ads I might have more 
time for other things. Due credit will 
be given for all that are used—the 
address of the writer, if desired. 

* * 
* 

A few weeks ago I received from R. 
W. Robertson & Co., of Brantford, 
Ont., some ads of theirs, each of which 
contains a humorous paragraph of 
some kind. 
know whether that kind of advertising 
paid or not, and I am very glad to have 
had the question settled by this letter 
from Robertson & Co., which also con- 
tains some large chunks of advertising 
wisdom : 

Editor of Printers’ Ink: 

Dear Sir—We inclose you a few more of 
our ads, which you may use or not as you 
think fit. 

We have had some valuable suggestions 
from Printers’ Ink, and if our ads appear to 
you to have merit, they are at your disposal 
to publish, as we are not hoggish enough to 
take everything and give —- 

We thank you for the frank and good- 
humored criticism of our ads in a recent issue 
of Printers’ Ink, ‘¢ are not inclined, how- 
ever, to agree with and opinion in regard to 
humor in women. e have always found a 
touch of the “lighter vein’”’ in the female 
portion of the community. Theyare quick to 
appreciate anything from a joke to a scream- 
ing farce, providing there is a due amount of 
refinement about it. 

In speaking of our ads, you quite naturally 
ask: * Do they sell goods?’ Our answer is, 
that we hear more customers in three months 
mention our advertisements than were for- 
merly heard from in a year, when we made the 
plain, old-style ement, or adopted the 





I said then that I did not art 


“‘jingo” or aggressive style. What we con- 
ceive to be the principal strength of an ad is 
its implicit truthfulness ; it has not taken the 
writer nineteen years to learn that the publi- 
cation of fictitious prices will more quickly 
destroy the usefulness of an ad than any 
other agency, and is even more detrimental to 
business than incivility behind the counter. 
Although through a printer’s error the price 
of a piece of gi might be changed to half 
its cost or less, the salespeople should be in- 
structed to ‘* hew to the line” until a correc- 
tion is made, no matter what the loss may be. 

In regard to our own advertising, we might 
say that we have followed nearly all the forms 
familiar to business men for the last decade or 
two, but from careful observation and com- 
rison we have decided that the newspaper 
is the most direct and profitable method of 
reaching people who have money to spend 
and whose wants we can supply. 

Touse that medium well, it appears to us 
that the heading of the ad should not only be 
catchy, but the whole ensemble of the thing 
should be unique and attractive. 

The style of ads appearing day by day, or 
weekly, should also be varied, so as to retain 
the interest of the readers and constantly 
awaken curiosity, otherwise they are apt to 
stale on the public, or get that ‘* stereotyped” 
or ready-made appearance so familiar nowa- 


days. 

We agree with you that the ‘‘ Wanamaker 
style” (which is evidently the mode at pres- 
ent) is‘pre-eminently in the best form of ** the 

,”’ and the most refined and convincing 
method of addressing shoppers through the 
columns of a newspaper. But don’t you 
think that it has lost much of its ‘infinite 
variety” by being indiscriminately copied 
from the Atlantic to the—well, I might say 
Hawaii? 

Wanamaker, like warmed-up hash, crops 
up in every country newspaper and in every 
conceivatle adaptation, until, like Quince, we 
are constrained to exclaim, ‘* Bless thee, Bot- 
tom, bless thee ; thou art translated.” Yours 
very truly, R. W. Rosertson & Co. 


% 
* * 

The AXolian Organ and Music Co., 
18 West Twenty third street, New 
York, send me their catalogue and a 
series of printed advertisements, which 
are sent to their agents in different 
parts of the country, for use in local 
papers. 

The plan is excellent and the same 
may be said of some of the ads. Quite 
a number of them, however, are not of 
a character to be very effective in the 
ordinary newspaper. The illustrations 
are too finely drawn to show up well, 
and the display suggests thatthe ads 
were originally designed fcr use in 
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Here are a 


circulars or magazines. 
couple of the smaller ads, the display 
of which is particularly pleasing : 





A MARVEL. 


A musical instrument 
with qualitics so remark- 
able that 1t commands the 
praise of the severest crit- 
ics, yet so simple that even 
those who have never tak- 
en a music lesson can mas- 
ter it within a week 


Such is the Acolian 


You are cordially invited to call 
and see this wonderful 
instrument. 

18 West 23d Street, 
NEW YORK. 






















.. She... 
fleolian Repertoire 


is unlimited. Any piece of 
music ever published can be 
obtained for this wonderful in- 
strument. All music for the 
Aeolian is arranged from the 
full orchestral score, and is 
therefore more perfect than a 
simple piano or organ arrange- 
ment. 


A call at our warerooms 
will be of interest to you. 


18 West 23d Street, 


NEW YORK, 7 








The £olian catalogue, and also a 
little booklet which they get out, are 
exceptionally good examples of fine 
printing and dainty bindings. The 
catalogue cover is, I think, as tasteful 
and artistic a piece of work as I have 
ever seen. The design is embossed on 
heavy white paper in a sort of purplish 
gray tint, with just enough gold lines 
to relieve the somewhat severe effect. 
It is very evident that no expense has 
been spared in the preparation of the 
catalogue, which is fully illustrated 
with wash drawings and pen and ink 
sketches. I do not know whether the 
catalogues are sent out promiscuously 
or not, but they are worth having. 
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A scheme which must have costa . 
great deal of money is that of the 
Carleton Shoe Store, at 96 Hanover 
street, Boston. It is not a new idea, 
nor, I think, a good one, although the 
originators of this particular adapta- 
tion of it think that it is. The scheme 
is to send out letters as near as pos- 
sible, without counterfeiting the stamp, 
like a letter which has passed through 
the mail. The letter was delivered\by 
aman dressed in uniform similar to a 
letter carrier’s. I am told that a large 
number of the letters were returned to 
the post-office, and that further use of 
the scheme was abandoned at the re- 
quest of the post-office authorities. 

This kind of thing comes under the 
head of ‘‘ misleading advertising,” and 
as such-is to be condemned from both 
an ethical and a business standpoint. 
It seems to me that it would give the 
impression of trickiness, and so would 
harm the house using it very much 
more than it would help. 

It certainly seems to me that the 
amount of money such a scheme would 
cost could be made very much more 
effective if used in buying space in 
newspapers. I do not believe that one 
in a hundred of such schemes really 


pays. 

I believe that people like to do busi- 
ness and talk business in a business- 
like way, and I do not believe that any- 
body likes to be fooled. 


* 

This is a good ad. It tells plainly a 
plain story. It sounds as if it were 
true. It is one of a series of such ads, 
and, I have no doubt, was effective : 


Cheap Wall Paper! 


There is a big Wall Paper Trust, 
with twenty million dollars cap- 
ital. They are trying to swallow 
up all the mills. There are only 
two houses outside ; if they goin 
the price of Wall Paper will go 
up. At present there is a te 

fight on, and paper is am % sold 
cheaper ‘than ever before. L. 

WILL is the only dealer in Satins 
that buysoutside the trust. If you 
want to buy paper cheap go to 


L. A. Will’s Book Store. 


Tuey HAVE THE 
LarGcest Stock 
In SALINA. 











x 

Will S. Power, an advertisement 
writer of Pittsburgh, sends me several 
of his recent booklets, 
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All of them are very creditable from 
a typographical standpoint. One called 
‘* Black and Tan” is about the shoes 
of C. A. Verner. Cuts of the tan 
shoes are printed with tan colored ink, 
the black shoes in black ink and the 
descriptive matter of each is in the 
opposite color. The cover is divided 
into equal triangles of black and tan, 
with the head of a black and tan dog 
pushed through the black portion. 

Another pretty piece of work is 
called *‘A Dainty Morsel.” It con- 
tains eight pages of appetizing talk 
about ‘‘ Pittsburgh’s Delmonico.” ‘The 
shape is unique and the whole produc- 
tion very pleasing. A local restaurant 
is hard to advertise, and self-circulated 
printed .matter is one of the best 
methods, provided the printing is well 
done. 








For Drugs. 


QUALITY 


is the first thing to be considered when 
buying medicine; after that comes the 
question of price, If you 


Get It At Blank’s 


the first is guaranteed, the second speaks 
for itself. Drop in and see for yourself. 
You are welcome, even if you only want 
to look at the directory. 





For Any Business—(By N. G. Bubier). 
Scientists tell us that there are 


10 POUNDS 


OF 


GLUE 


in every man’s body. We intend to 


STICK 


to the following low prices, if it uses up our 
entire supply. 
GOODS, PRICES, Erc., TO FOLLOW, 





For Hats—(By J. E. Scanian). 


Your 
Wife 
Will 
Leave 
You 


if you wear that old hat much longer. It 
looks so worn and shabby, and has no more 
style about it than a cord of wood. You 
would not be a bad-looking fellow at all, if 
you wore one of SCANLAN’S nobby new 
spring hats. The prices are easily within 
your reach, Do you take the hint? 
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For Dry Goods—(By R. W. Robertson). 


Our Wretched 
Memory. 


We had ivtended to tell you about a 
lot of pure linen towels we got from a 
man in Dumfermline, Scotland, but we 
have so many bargain lines to talk 
about our memory sometimes fails us. 

That recalls the wonderful memory 
that old black cat of ours had. She did 
have the most remarkable memory of 
any cat almost we ever knew. Why, 
she once came into the kitchen and sat 
down on a hot stove lid, and do you 
know that ever after that, as long as we 
had her, she never sat down on a hot 
stove lid again, She wouldn’t even sit 
down on a cold stove lid—at one time 
we thought it was her sagacity, but now 
we believe it was her memory. 

Do you think that you could memor- 
ize a few prices? Here they are: 





For Clothing. 


YOU NEED 


A DECENT 


SUIT. 


You need it now—don’t spoil your credit by 
wearing seedy garments—look hike presperity 
if you would have folks think you are pros- 
We have a black Cheviot at 


$12.50 


CUT IN 
LONG SACKS, DOUBLE BREASTED 
SACKS AND REGENT FROCKS, 


When you wear it your friends will think 
that the good old boom days had returned, 
when you could afford to pay $50 or $60 for a 
suit. 


perous, 





For Furniture. 


IN OLDEN TIMES 


people used little or no furniture; they did 
not feel the lack of it, because they did not 
know how to use it. 


IN LATER DAYS 


only the rich could afford those luxuries, and 
the people used their own makeshifts, 
hammering it into the shape 
of furniture, But 


IN THESE DAYS 


the development of the artistic and the love 
of the beautiful create a necessity for furni- 
ture of pretty designs and reasonable prices. 
Here is just where we come in with our 
well selected stock of 


FURNITURE AND CARPETS 


Assorted from the lowest prices to best, values 
that cannot be equaled anywhere, ‘and 
sure to please you, 














PRINTERS’ INK 


ADVERTISEMENT WRITERS HAVE 
TROUBLES ALSO, 
New York, May 8, 1894. 
Editor of Printers’ Ink: 
I wish to ask a question which, I believe, 
be of interest to a number of the readers 
RINTERS’ INK, 
During the last couple of weeks I have re- 
ceived letters from business men asking me to 
prepare circulars or advertisements and sub- 
mit them, with the understanding that they 
were to be paid for if they were satisfactory. 

So far, it seems to me that the arrangement 
is perfectly fair, but, incidentally, it came to 
my knowledge that’ these same merchants 
had written to a number of other advertise- 
ment writers, making the same proposition. 

The idea I gather from these circumstances 
is thatif five or six of us submitted circulars 
for acceptance, the advertiser would select the 
one which he considered best, returning the 
others, without comment and without pay. 

It strikes me that this is manifestly unfair. 
Suppose the price for writing the circular were 
$10. The merchant would thus have the 
benefit of $60 worth of work, and five of the 
writers would have worked for nothing. Now, 
the chances are that some one of these writers, 
if he had not been able to please the adver- 
tiser with his first effort, would have been 
able to so modify it that it would have been 
acceptable. 

This, I believe, all writers are willing to do, 
It seems to me that the advertiser should 
select one writer and finish with him before he 
gave an order to another, The objection to 
this might possibly be that it would take five 
or six weeks to go through a list of five or six 
writers, In that case, it seems to me, the 
advertiser ought to take the same chance with 
his writing as he does with his law case or 
with his doctor. He ought togo to the writer 
whom he thinks is the best and get the best 
that that man can do, and let that end it. 
Going to five or six at once is something like 
going to five or six printers at once and then 
accepting only the job which pleases most, 
The proportion of expense in printing is, of 
course, greater than in writing ; still, all of us 
have our expenses, and the principle is ex 
actly the same—at least, that’s the way it 
looks to me, 

1 write to you for an opinion on the subject, 
if you consider it of enough general interest 
to justify an expression in Printers’ Ink. 

Yours very truly, CA. B. 


The plan referred to by “C, A. B.” would 
appear to be good enough for the advertiser, 
but very bad for the writer, It isa plan that 
the advertisement writer of no reputation and 
little Lusiness will be willing to act upon, It 
gives him a chance to make a reputation, 
The advertisement writer who is busy, and 
who has gained a reputation, will generally do 
better to throw such applications into his 
waste basket.—£d. Printers’ Ink. 


of 


THE nickel-in the-slot-machines at Paw- 
tucket, R. 1., were not intended for coppers, 
but the coppers raided them and carried them 
off.—Savannah, Georgia, Sunday Dispatch, 
May 2nd. 

eS ee 

A NEWSPAPER cannot be run to suit the in- 
dividual tastes of its readers, It should be 
treated as a bill of fare—you take the things } 
you like and leave the things you dislike,— 
Greenbush (N. Y.) Star. 
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Classified Advertisements. 
wna a ea 
WANTS. 
[SE the Persian Corn Cure. 


PROCURE estimates of Dodd’s Agency, Boston. 
APS iNICK'S MAGAZINE, 200,000, 38 Times 





Ds, VICK'S MAGAZINE, 200,000. 38 Times 





‘|.HE ST. NICHOLAS MAGAZINE wants your 
attention, and Ceserves it. 
ps are bought 


a Columbian 
y E. T. PARKER, Bethichem, Pa. 
nhs “ys ine,with power fixtures. Send 
net price. C. M R, Taylorville, Ill. 
APY: sol’r, highest ref: —— very best connections, 
open for engagement. “f ent. “ P. Q.,” Printers’ Ink. 
-~ values Columbian stamps (except 2c.) want- 
ed. CRITTENDEN & BORGMAN CO., Detroit. 





EW borders for effective advertisi: lay. 


E.L. SMITH, 180 Washington 8t., on,Mass. 
LLUSTR’D features for new advrs. 
HARPER ILLUSTRATING SYN., ‘Columbus,0. 


AG wanted. Samplesand terms free. Send 
6c. postage. SWANK MF‘ MFG. CO., Fremont, O. 


1 WANT Scotty £ Stasi east wins Be; 


What offers 

New York. 

Ww4st ED—Orders, at 10 cents a line, for a 
weeny, family paper i! ned circ. proved. 


O. L. MOSES, 132 Nassau 
6e GMALL TALK ABOUT ‘ie ” A 


booklet tells about it—sent 
FREMONT PUBLISHING CO., Fremont, Ohio. 


6e GMALLT TALK 4 ABOUT Bi BUSINESS.” By mail. 
oper, cloth, 75 cents. FRE- 
MONT "PUBLISHING ¢ CO., Fremont, Ohio. 


oi yee Newspaper: Directory for 18% is 

ao ie rice, five dollars. GEO. P. 

ROWELL & publishers, No. 10 Spruce St., 
New York. 


MORE newspaper men to know the saving of 
time. labor and money caused by the _e- 
—_—-< of Rig Ae on x ———— Typewrite: 


: 


vege —— buy a oa ‘second-hand Web four and 
eight page press. Will also sell a Clause 
Pony Web, fou 
hour. NEWS, Des oines, Ta. 


teed 10,000 an 
Qu CCESSFUL newspaper man will take edito- 
\ rial and business management of losing city 
daily and make it oF ah Salary according to suc- 
cess. “F.C. L.,” nters’ Ink. 


ARE you a manufacturer of some article of real 

merit, ages thing you wish introduced to 
Western trade! If you are, address “ SALES- 
MAN,” Lock Box 870, , Omaha, Neb. 


W E would buy a ‘good sec second hand medicine 

wagon, such as is used by venders grted 
ent medicines ae _ amt ro 
SINE RO, Dene, were x, @, METZGER MED 


NEWSPAPERS, po samples, ete., dis- 
4 tributed in District of Columbia and ad 
anes States ; signs nailed up ; — wall, bul. 

tin, barn and a - ——- 8; maili read 
= | i? = 4 Serr 





YORRESPONDENTS al am gh tp 
mo. young news; e! 
a and news items daily that “on ex- 
Retly i in PRINTERS’ INK’s line. [" They must be 
of interest to yt nae 1 All ach. items 
are welcomed. Send alon 
ed name shall be pl: 
hat you may receive the pa ere sean 
learn how to lend effective aid toward ~- Ey 
better. Address all communications to PRI Het 
ERS’ INK, New York, 


a sample item. and 
on a "mail ay! a 
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AX slegant qmbossed cover on a catalogue in- 


business to and execute. Write for esti- 
mates. GRI AXTELL & CADY CO., 
Holyoke, Mass. 

woo aw nally =aat on: an rye means 


5 BA 
TING SYN DICATE, 


at ee 


jumbus, Ohio. 

7 Tae ons Ten 
re for publishers, adve 
views couered, es and news me bar 

|, and with the Depart- 
ments. on curect 8 SA Fay al bY 
PRESS. fom D 
PR 918 F St., N. v Washington, D. Cc. 





Ss UPPLI ES. 
V ICK’S MAGAZINE supplies customers. 


yrrs MAGAZINE supplies customers. 


AN BIBBER’S 

Printers’ Rollers. 

INC for etch i, pRUCE & COOK, 19 

Water St., New York, 

wor ele when notb- 
ST. MICHOLAS. 

ive eval tor are effective advertising 

E. L. SMITH, 180 ‘ington St. ging dieey. 


‘|. HE American ener Directory for 1894 is 

now 2a: five dollars. GEO. P. 
ROWELL gublishern, No. 10 Spruce St., 
New York. 


tte 2 PAPER is ie Petetoe printed with ink manufact- 
so W. D. WILSON PRINTING INK 
on eo a St., New York. Special prices 


5, 000 6 ENVELOPES ( ox white) printed 
by —— for $6. cash Toon or- 
2c, stamp. PRNDON PTC. co., 
} =, Ohio. 
pArze DEALERS-— M. Plummer & Co., 
Beekman St., N. Y., sell every kind of = 
used by printers ! and publishers at lowest prices. 
Full line quality of Printers’ Ink. 
Cum THE INSERTIONS OF YOUR sne— 


For $2.50 100, eS pee 1s, I wee 
cards which the jest and most com 
method of keeping track of the insertions 
of your advertisements ever invented. 
P. Rowell Adv. Co. have used them for TON 
twelve By Address WM. JOHNSTO 
Spruce New York. 
BOOKS. 


OOK of ideas on advertising, in colors. 50c, 
buys it. A.J. EMBREE, slton, Texas. 


ANGER SIGNALS, a manual of pepetinel 

atte for general advertisers. ‘ice, by 

mail, cents. Address PRINTERS’ INK, 10 
} St., New York. 


MISCELLANEOUS. 
Ss" NICHOLAS. 


[SE the Persian Corn Cure. 

nee Vicks MAGAZINE Al + 1—0 = 200,000, 
yrs MAGAZINE Al + 1 — 0= 200,000. 
RELIABLE dealing with Dodd’s Agency, Bos 
VRE hens 


$18 iF “rn We ay fre ae 


END caeseaee hotograph a d 35c. and receive 
s* 12 miniature photos. ses FAIRFIELD, Wind 


po answer to our notice to advertisement con- 
structors a PRINTERS’ INK, issues of — 


. Inpursuance of ou n 
to publish the best of the advertisements, to- 
gether with the reasons that prevailed in arriv- 

ng at the decision, this is to give notice that tne 
romised publication will be given in PRINTERS’ 
NK, issue of June 
RIPANS CHEMICAL CO. 
New York, May 8, 1894. 
BILLPOSTING AND DISTRIBUTING. 


Vicks 200,000 beats billposting, coz it’s per- 
manent. 
Ve2 — beats billposting, coz it’s per- 


R. ae JONNSTOR ave Tg rd [eae 


., St. Louis, 
81.00 Fae acinar Se 


] AVE you tried circular adv. in West. Mich.! 
Give me one trial and I will not have to ask 
for the = one, you’ll send it yourself. Write. 
PETER P. sTE: E, bill dist’r, Muskegon, Mich. 
ciemeesiadallliaetanteiieatgy 


STREET CAR ADVERTISING. 


W ste TO FERREE, First National Bank 
Bidg., Hoboken, N. J. 


j BM ated inducements for advertising on the ele- 
railwa; ~& on York, on ge and 


street --Z overtime original 
sketches free. COHN BROS., N BROS., Temple Court, N. Y. 
A A. a JOHNSON, 
. 261 Broadway, N. Y. City, 
car advertising 
advantageously anywhere. 
his figures. 


ILLUSTRATORS A ND ILLUSTRATIONS. 
S'- NICHOLAS. 








90 P IDEAS on advertisement amp ee isa 
pam owing nin 
i hice the — ne r yf — 


Adve: rising ing managers. 
publishers, editors aa others should have a 


007 Sent by mail for 25 cents. Address THE 
PRINTER CO., publishers, 216 Monroe 





TO LET. 
yrs MAGAZINE. Space. 
yrs MAGAZINE. Space. 
ADVERTISING space in ST. NICHOLAS. 


TUS. LET—Front office in bui ibignted No. 10 steam heat 


ee well a 
electric it light; about Can be subdi- 
vided into several offices. went, $50 a month. 
For further iculars address GEO. P. 


f° zi illustrations, H. SENIOR & CO., 
10 Spruce St., N. Y. 
TICK’S MAGAZINE’S own artist will make 
special designs for adver for advertisers. 
ICK’S MAGAZINE'S own eaten will make 
special designs for * advertise 
i kinds of drawings and a made. 
E. LUTZ, 165 West Ave. Buffalo, N. Y. 





SPECIAL “WRI TING. 


at be ateesa of my “ed. cop: It’s all 
circulation an ‘aavertise 

ments. ee ¢. Hatton: MOND, Newpors, RL 
Poss poston, sketches, fc for cnuiebeunate ions. 
Send ts for — Memorial Day 


Tar ” Stony for ther day $1. M turned 
y. r or @ er ° oney return 
if unsatisfactory. “B.A. M., 

toate a lis. Have written fom Youths’ 


‘on, Cathol orld, Christian at Work 
and Peher h leading publications. 




















ADVERTISING AGENCIES. 
A LL take ads for VICK’S. 





A LL take ads for VICK’S. 

4 

A™ indorse ST. NICHOLAS 

qg= Dodd’s Agency, Boston, a trial. 


Ms 8. ER ANSE, ¢ special ac advertising agent for 
N. Y. dailies. W. i4th 8t., N.Y. 


ph de Advertising and Pure 
New York. 


PRINTERS’ INK. 
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98 deeien Be lewspaper Directory for 1804 is 
five dollars. GEO. P. 
ROWELL & ee . -tk-, 10 Spruce St, 
New York. 
SK for “ 


Business Bullets,” a a 4 little 
booklet loaded to the muzzle with hard 
i It’s free. SCARBORO, Station W 

yn. 


= ES’ BOOK tells how he writes ads that will 


ee? ur business. to 
merchants. Cass. = ONES, 54 po Ave., 
Louisville, Ky. Write to him for 


66 B°x of Ideas for Adv for Advertisers.” 50 illus- 
styles i ready-made ads. 


East Table of type. 
ae Se ae tone. 100 pages. Only 3% comin Be eT. 
DVERTISING. City and country rs. MALLETT r, 78 Reade St. = 
See GEO. W. PLAUE, 88 52 seemit x Y. 5 
name acilien obs “ ‘<é poy for Rew x, Retailers ? a 
LEA lies, circ. Kb cen’ an . i 
100 FLETCHER ADV. "ADV: AGENCY, hes d,0. a book fer merc ‘and for Ima 4 
]* zoubavein mind placing lacing « line of advertis poe me yb oh BS FY 
anywhere, ad oom STIN 
No. 10 Spruce St., N. Y. city ? * Bat eecapr aie. B. x: ¥. be 
———— WANT to wri and circulars for medi- 
oe te feewaN MARTIN woos I Gines and other proprietary articles, for man- 
‘ ufacturers who want to reach trade, a 
1908 7th 5t., Washington, D. C. zine advertisers, ify charges for this work 
¥ you wish to advertise an, are m erate, an on say >oty.cen 
any time, write to the BO. P ROWELL do rite me. C AUSTIN 
ADVERTISING CO., 10 Spruce St., New York. BATES, Vanderbilt Bidg., N. Y. 


HH" Newspaper Advert CLAM HICKS. proprits 7 ‘ 
w Yor! 


save Washington letter 4 in a for ad- 


HERMAN J. ra TIN CO J i902 27th St., Wash “De. 


— business for Brockton (Mass.) ENTERPRISE 
‘h reputable e agencies i in Chicago, a 


adelphia m or N.Y. C . Cire’n exceeds 7 
an pomeeranse Newspaper | r Directory for 1894is 
‘I 3 price. tive dollars. P. 


ow read: G 
ROWELL & CO. publishers, No. 10 Spruce ‘st. 
New ne 

HARLES H. FULLER’S pes apy: 
AGENCY: 112-114 Dearborn S: anicago, IE, 
Temple Ceart, oe New York etablished 1 
timates furnished. 


ONGRESS is in session. We are 


park nb! | m, ope went too mach 
—sounds ego! je say it’s good. 
I write ads, circulars, catalogues ; 
prices reasonable—-.and I don’t want a cent o! 
your money if the work bp td suit. ae 
you better try me! Lots of other business m 
do. Write me, fay teow. BERT M. MOSES, ‘Box 
283, Brooklyn, N. Y. 

1 ,PRICES- Pz re going up—that means 
M* rm LA renter a of m ~~ hee F 6 

ia nee umn, will am #2 

mainples 10. . ” Aiscount will be made on 

quantity, rfully refund cash if work 
is not right. ft - afair ‘prepacitten. Lie W. 
like to see my work, sen 
BRETT, 335 Cen tral Park West, N. Y. City. 


TO MAN knows business like the man te is 
4N in business. Have been feeling the public 
mice for twelve ears—three years as — in 





ents and reporters fo for Rewspa persall over 
A ty Write us. Par TIN CO 
h St., Washington, D.¢ 
TH INTER-STATE ADVE! ADVERTISING AGENCY, 
Kansas City, Missouri, a young and suc- 
cessful institution, ‘would like an opportunity 
to compete for your business. It chai noth- 
ing for name, experience or ey omy for the 
used. Our ratesare what you want—ask 
for them. 


ADVERTISEMENT CONSTRUCTORS. 
CG A. BATES. 
. 


G7. NICHOLAS. 
GEE JONES’ BOOK, mentioned below. 

Caw service at Dodd’s Agency. Boston. 
rT 3 


3; Coe BULLETS” for the asking. 
ED SCARBORO. 


UP horns ads. They'll please you. DU- 
PORT, N. Elm St., Westfield, Mass. 


T= week I’m writing ad ads for plug tobacco. 
stationery, numbering machines, patent oil 
can. J. SC. RO 


F you are a clothier, a shoe man or a hoses, 
I’ve got s) figures for you. JED SCA 
BORO, Station W, Brooklyn. 


— — best retail ada: i if they are not too big, a 
5 for RLES AUSTIN STIN BATES. ES, V ~" 
derbilt Blas. a = A Ads that sell goods.’ 


66 fy ~~ ‘for Retailers,” 64 pages, 25 
note, silver or stamps). It’s 
a good book ier merchants and for xs 
—. oars S * og things it contains 25 
BATES onden Address CHARLES AUSTIN 
BAT Vanderbilt Bldg., N.Y. 





y has success- 
ful; a treatment has never failed. I "believe in 
and take my own medicine. Have lots of orig- 

fs half time to spare for any one 
outside of Chicago. Can I Preertend for yout 
GEO. A. BERRY, 185 Van Buren St., Chicago. 


nn WRITES YOUR ADS! he you do it 
yourself? Do you always have time to do 


it? Isn't it burdensome at es Don’t you 
mally neglect it? fen't our time worth 
more at somet! — ! iw ads. Don’t do 
anything else. place adve d 
don’t want to. I — an undivided mind to de- 
vote to the tg of your ads. I have all the 
time there is tr I am I am 
neve! hurried, aan et on time. 

ite to me. CHA) ‘SOSTIN. ATES, Van- 


Wri 

To ™ Bidg., N. at 
O waste a good ad require a ir remene er a ~=-4 
a say “ sma’ 

. eae i of people: ye | needs and —~ hel de. de- 


a an fist "He tg 
ence in and se’ 
iar with avert ert ‘rom 
merchant or nn 
int of L! ubl isher and solicitor. 
yak — powteaee of printing. : Ls 
ie reason I am 
jp ing ARLES AUSTIN BATES, Vanderbilt 
Bldg., N.Y. “Ads that sell goods.” 
Y book, “ Advertising. fo for Retailers,” is 5x7 


inches an thick. It contains M 
the neaide, The W: 


nad LT —— 4 
He should be famil- 








% out M 22 ready 
ue ads for the various ae, The price 
cents, on te atte ail 
r 30 4 ir ou want it r or postal 
note HARLES AUSTIN IN BATES, Vanderbilt 
Bldg., N. Y. 











. 


596 
FOR SALE. 
‘ADVERTISING space in ST. NICHOLAS. 


ff Sreatees with Dodd’s Agency, Boston. 


$1 BUYS 4 lines ey proven. 
WOMAN’S WORK, Atl ~ = 
ERS, ‘92 and ‘ss A. B. 


30,000 bSbees DODGE, Manchester, N. H. 


on sale or lease—Trade paper owned 20 years 
y WM. DRAPIER, Indis lis, Ind. 


fens borders for effective s rekeg _~ lay. 
E. L. SMITH, 180 Washington S' 


OR SALE—Cheap, 4 Gordon or- 
Fra man chase Mee tons inches. Adi hadrese TEL- 
RAM, Camden, N. J. 


ror a 8 15-year established news- 
per and job o 3,40 minutes from city 
nail, 'N. Y. City. “ CASH,” care Printers’ Ink. 


“;,HE ~~~ Newspaper Directory for 1894 is 

: price, five dollars GEO. P. 

ROWELL & * cablichers, No. 10 Spruce St., 
New York. 


Fok SALE—Very ‘cheap, an an afternoon powers 


r, published in. a@ prosperous cit; 
particulate address“ ABTERNOON PAPER.” 
care Printers’ are 


FOR SALE — publican | paper b eageoes | seat 

bay with a improvements, paying 30 

ae on half i owner has four stores. 
ag ‘Printers’ Ink 


M Y CABINETS for electro’ trotypes are du are es ae 
and eb naman -proof. V: 

ae. Advertisers need them. HEBER’ WELLS, 

157 and 159 William St., New New York. 


ANDSOME illustrations and initials for mag 
azines, weeklies and genera! prin’ , oC. 


" f 
Ban IELUSTRATING co., bg Ay J. = 


OR SALE—Newspaper pl piest, established 60 
ears, consisting of morning daily and week- 
job office and book bindery, at Pottsville, Pa. 

Radress FRANK CARTER, Pottsville, Pa. 


NE. newspapers. A list of the names of the 

new newspapers started each week, fur 
nished on application. For terms address 

RIDGE MFG. CO., Box 375, Ridgewood, N. J. 


EMINGTON STANDARD TYPEWRITERS ; 
absolutely unrivaled for durability, speed, 
simplicity and excellence of design and a 
tion. WYCKOFF, SEAMANS & BENEDICT, 327 
Broadway, New York. 


ro SALE - The undersigned owns, and has 
owned for twenty years, 124 lots in that part 
of Jersey City known as Marion, and wants to 





nee 
lieve me of the obligation. that has become t 
some, of paying taxes on property that at 
noincome. To seeamap or for other informa 
tion, call on Geo. P. Rowell, No. 10Spruce St.,N.Y. 
lian 


ADVERTISING MEDIA. 


-LINE ad one year $1. Cuesiagies. 10,000 a 
month. OUR HOME, Rose, N. Y. 
YERSIAN Corn Cure. Samples les free. Send ad 
dress to M. COHN, 332 W. 5ist St., N Y. 
phi GUIDE. Mailed on receipt of 
stamp. STANLEY DAY, New Market. N. J. 
I fowsehem DEALER’S MAGAZINE. Send 
for adv. rates and copy. 78 Reade St., N. Y. 
A= 2 advertising in PRINTERS’ INK 
amount of $10 is entitled to receive 
the paper for one year 


OMINION Newspaper paper List (60 week! 
ereen cisent ——— _ — CAN. ADA Raby 








A DVERTISERS “ony = a per line, cireu 
latio 00. Best medium on earth. CRIPE’S 
COMMERCIAL REPORTER, Marion, Ind. 
HE OPTICIAN AND JEWELER guarantees 
circulation 25,000 copies each month among 


people who buy. $6 Maic = mn Lane, New York, 





PRINTERS’ INK. 


COVER the State of Indiana. 13 leading dai- 
lies. FRANK 8. GKAY, 12 Tribune Bldg., N.Y. 


R*4 EADY PRINTS—All sizes ; ge low prices ; varied 
features oo 8 service. UNIO 
ee COM. ANY, 15 1p Vandewater St., N. ¥ 


HE METROPOLITAN AND RURAL HOME, 
N.Y., an ———- and family journal, is- 
sues over 500, monthly. 1 It pays advertisers. 


r rm amesioon Newspaper | Directory for 1894 is 

ye price. five dollars. GEO. P. 
ROWE ELL & ., publishers, No. 10 Spruce St., 
New York. 


4 Ne? HEARTHSTONE, 285 Broadway, N. Y. 

id-in-advance circulation of any 
similar mont in the United States. Send for 
rates and sample copy 


A®* DVERTISING in a of “known cir- 
culation” means * Ess.” For partic 

lars add rons A FRANK RICHARDSON, pene 
Bldg. N. Y. Chamber of Commere?, Chicag: 


“é Gt Otay, nts she pulls! | Pom peice HOMES AND Saetiiien 


monthly: hand i, 40c. line; yearly, 
Sc. Send to WATTE BERG'S AGENCY, 21 Park 
iw, N. . 


‘NHURCH MAGAZINES. An effective medium, 

/ reaching 35,000 LF ey mt homes. Twenty 
magazines ublished for leading churches by 
the Church Association, Incorporated. 10 
So. 18th St., Philadelphia, Pa. 


100, 000 § CIRCULATION, 20c. a line. In 
euae we shall iss’ 
ber of the ’ GRIP, and 
100,000 co x of tt the first edition. Affidavi 
= furnished each advertiser. Forms close May 
A Box , N.Y. 


Pee SILVER CROSS, - 158 W. 23d St. N. Y., is 
the King’s Daughte ine. Theman- 

ufacturers of Bon ye say: “It has been the 

means of introducing our goods into hundreds 

of cities where we were not previously doing 
ess.” May we send you a copy! 


‘[s2 day of the weekly printed by a daily har 
no as some ron who don’t print 

weeklies with a ‘Gaily are trying to make adver 

—— believe. Make »~-t a weekly a good news- 

| = pad and it has as afield asever. Send 
r sample of the Now York ’ WEEKLY TIMES 


Mes eee PAPERS—1 am special agent for 
the official one leading pane rs of the va 
rious frater: orders. One in 
18 of the best pa rs, will cost $25 Rates fur- 
nished on 3; lists of Masonic, Royal A 
num, A. O. , Knights of Pythias and aitoth. 
ervof this clas. Send for list and rate card GEO. 
8S. KRANTZ, Special Agent, 102 W. 14th St., N.Y. 


Brcsuse the Democratic party has gone mad 

is no good reason why new enterprises 

aos not started. In truth, it seems to us 

thst the present ioe, @ is a good time to start weekly 

re wise euough to look up our 

my We furnish everything except a few 

ocals. We send you each week 1,000 half-printed 

, illustrated, at 90g the cost of the 

pepe: 4° Send to W. P. WHEELEK, 132 
all 


MERICAN SWISS GAZETTE. (Amerika- 
nische Schweizer Zeitung.) The only or 
= of the 300,000 Swiss population in the United 


nish Swiss you must buy space in air national 

one time; 0 Advertising rates 20 cents a line for 

one time, or $25 an inch for a year. Offices, 116 
ton St., New York. 


Rew owgas 1894 Directory says that the REPUB 

MES has a larger regular issue than any 
other daily pa paper in Springfield or Clark County, 
Ohio. It tells the truth. The same authority 
oy that the Aunacan FARMER AND FARM NEWS 
has not en largest lar issue of any 
—s a Hy i in the s same city and county ; but 


+. in ‘ hes State of Uhio, and one of the larg 
est circulations of ony i tention pub- 
lished anywhere in the world also 
pel truth. The advertising rates in both ‘thces 
Entre are very reasonable. and any repu 
ble Fo Agee ig ee 3 agency will recommend either 
of them GEO. S. BECK, 193 World 
Sian” » <- York. City, Eastern Managef. 














PREMIUMS. 


yrs MAGAZINE (200, is an attractive 
premium. 38 Times Buil % 2 


VS. ICK’S ws 5 (200,000) is an attractive 
os ae appa N.Y. 

my oD rubber , retail 

25e, wast EAGLE § Sbrvir C8. , New a a Ct. 


6é 
Oe e has the best premiums. HOME 
MPANY, us W Worth S8t., New Yor. 


alana machines half _p pee ice y ublishers. 
Lists free. AM. MACHIN cago, lil 


ie ee celebrates his mendes birth. 
ully that the first edition of 
the Se number is all sold. 


EWSPAPER premiums. The latest ideas in 
parts and complete books. ARIEL BOOK 
co., 1113 Market St. hiladelphia. 


Pease soving machines are the best. 
Will increase your cueulation. FAVORITE 
FG. CO., 342 Wabash Ave., Chicago, Ill. 


Db» you read what Printers’ ee said a 
my work, Ly fo 7, had ! yan 203 

cure new readers ani isers. ag ite fo1 

particulars. ALBERT B. TB. KING. William St.,N.Y. 


CO= 75 papers have used about 10,000 of our 

crayon portraits — past 2 months. No 
framing conditions. Send photo for sample. 
KE & MAYER, % State St., Chicago, Ill. 


Dogtors use drugs to stimulate circulation. 


rs use our m: ificent 
= — w an no ae results. It’s ~~ oe 
merican Stage.” very paper in the lan 
should use it with the coupon system. Write 
about it. H. SELLSCHOPP CO., 302 Dearborn 
St., Chicago. 


iGig mentee 
ELECTROTYPES. 


7ICK’S MAGAZINE, N. Y. Has all sorts of 
floral electrotypes. 


JICK’S MAGAZINE, N. Y. Has all sorts of 
floral electrotypes. 


DVERTISING ae 
‘ht- weigh backs. wor! 


me 
Prompt service. a metal WM.1. BAR- 
& CO., Electrotypers, New Haven, Conn. 


OCAL advertisers, for $1.25 per month, in ad- 
vance, we will mail you each week a differ 

ent comic advertising cut, which will call more 
—- to a advt. than would an increase 
welt an mt in your advertising space. 
ROW L ADVTG. CO., 10 Spruce st., N. Y. 


500 CUTS, ating 10,000 inches, mostly 
wood-cut and halftone popeenaemone of 
all properly labeled, which cost us 
and were used only once in our alma- 
nac, are offered for $100 net, cash with order, to 
make room. HEROLD DES GLAUBENS. 309 
Convent St., St. Louis, Mo. 
Pp 4 is preferred by nog Sag be- 
/ cause it is 10 per cent chea the f other 
wood or noel base cuts; it is so light for mailing 
purposes you save the cost of cut. nts on 
wood as well as a special cut die. Cellut, 
and goer e machinery ere by } 
J.F.W 


AN CO.. Baltimore, Md., 
SS 
ADDRESSES AND ADDRESSING. 
S': NICHOLAS. 


$8 


Patent 


‘IRCULAR letters, typewritten, $1.25 per 100 
en Se orders promeay executed. Envel- 
resses furnished at low rate. 

a? r. aN N wre, Masonic Temple, Chicago. 


] YERSONS who have facilities for r beiogiog ad 
vertisers and er into co rough 
lists of names and $ may announce them 
in 4 lines, under this head once for one jollar. 
Cash with order. 
Le bought, sold or rented. Valuable 
lines of fresh letters amews in stock for 
rental. Write for oo and Medical let- 
ters a wy, . LEFFI OWELL & Co., 112 
Dearborn jicago, Ill. 


cece iipipecntneinme 
NEWSPAPER INSURANCE. 


NSURE present and future business by using 
ST. NICHOLAS. 


PRINTERS’ INK. 
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ADVERTISING NOVELTIES. 
Pe! + gem rates invariable in 8T. NICH- 


vue MAGAZINE pays pays first-class novelty 
rtisers. None others taken. 


1CK’S MAGAZINE pays Piers take oe aes novelty 
advertisers. None o 


EW borders for effective =vertcn lay. 
E.L. SMITH, 180 Washington sng arpa. 


GEWING machines will boom ion 
Write . aoe te ices. FAVORITE 
MFG. CO., bash Ave., jicago, Ill. 
F you can use aot in your business, let us 
sell them Want a special di 
made! Write about it to H. D. PHELPS, An- 


sonia, ee 
| ae © purpose of inviting announcements 


of ivesthine Novelties, likely to benefit 
reader as well as adve r, 4 lines will be in- 
serted under this head once for one dollar. 


NEWSPAPERS 
anp PERIODICALS. 


vertisements under this hea this head, two li 


our circulat 








nes or more 


without display, 25 cents a line. With dis 
play kf ype t. 
cents a line. Must be handed 


in one week in advance. 








CALIFORNIA. 


©S ANGELES TIMES leads in nye rig Cali- 
4 fornia. Sworn circulation 14,000 daily 


CONNECTICUT. 


N°e oO ve paper covers Eastern ~- geraamraa as 
well as THE Day, New London 


weeey TIMES: Hartford, com 


THE HARTFORD TIMES. 


W.O Burr, Publisher. 
R. H. Jackson, Bus Manager. 


Daily— 12,500 circulation. 
The great advertising medium for reaching the 
Nutmeg State. 














Weekly—7,000 circ 000 circulation. 


Advertising rates ‘the chea chea in the State, in 
proportion to circulation. You cannot afford to 
skip Connecticut. Send for sample cory and 
rate card. 

PERRY LUKENS. JR., New York Representative, 
_B Tribune Building. — 


DISTRICT OF COLUMBIA. 
LERT advertisers advertise in KATE FIELD'S 
AA “WASHINGTON, Washington, D. 














GEORGIA. 
4 ge ya 5 See, Ga , all home 
print; 1,000 sub 
ILLINOIS. 





accurding to the Ameri 
The Chi = rash can Newspaper Directory 
press), hasa ouseno uest 
regular issu on any other monthly 
the State. and the Direc 


offer of a reward of $100, payable to any person 
who will prove that its actual issues were not as 
stated. 
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KENTUCKY. 


PRINTERS’ INK. 


MISSISSIPPI. 





a leon fine stock se Stock 
Lexington, that class. 
‘|°RI-WEEKLY DANVILLE ADVOCATE covers 

the “ Blue Grass.” Annual rates, 10c. an inch. 


LOUISIANA. 
pu SIGRAL. Crowley, proves 1 1,260 cire’n. | 6 








Ye) —In ee of 
’ Ink will pu 


Ject , “What papers shall an 


are invited en persons W. 
made 


30th _PRuvt- 
ak yt sub- 


competent repare pnd 
of any w enie sent in, in respo. 
invitation, due credit will be 
correspondent will be entitled ay 
gers ion to PRINTERS’ INK in payment for serv- 
ice 








MAINE. 
BANGOR COMMERCIAL. 
ly 5,000 copies. 


average, near! 
average, over 14,000 copies. 


and Weekly editions of the CommEr- 
r than th 








MISSOURI. 


H®8o-> DES GLAUBENS, | St. Louis, Mo. Mo. Est. 
Circulati Brings reeults. 








advertisin; lum in West. 


J le HOME CIRCLE 8 xT joven} Mo., is thebess 
m 
oe ow pag eg mouth. 50c. per A. te line LEstab- 





= “yo 
ate; pape: in Denar < combined, 
and -% one other paper in —_ as large a 
circulation as the COMMERCI 
J. P. Bass & Co., Publishe 
PERRY LUKENS, JR., pow ts Y otine 
73 Tribune 


MASSACHUSETTS. 


Nov BEDFORD (Masg.) JoURNAL. Daily aver- 
aa over Sl ‘Remember us when placing 


wor, Me. 
eprescatative, 














Trecktox = ENTERPRISE, dail ye 3 
lation 7,300. Ads lic. ge Fa 
words solid, 50c. f 


‘or 6 ti 
PRISE, 1, 000 circulation, lle an an inch per per nme 
NH Hamp 





T[ERouD Des GLAU BENS, St. Louis, Mo. Est. 
. Cireu!ation, 33,000. Bri results. 

Our oo —— ay of w 

50,000 co. ted, is the most 

some cork Sof thi sis kind ‘pubilahed, and brings re- 

sults to advertisers. For specimen ones and 

rates address us. Ready for press July 1. 
ISSOURI—In its issue of May 30th Print- 
ERs’ INK will publish an article on ie sub- 
: “ What papers shall an vertiser use to 

Contributions 





to prepare 
made of any article — a: in response to this 
invitation, due credit be given, and our cor- 
respondent will be entitled to toa LF) subscrip- 
pty to PRINTERS’ INK for service ren- 








Cor La. - di 

) es Directo for 

18%, “ine “Springtield REPUBLICAN h = lager 
regular issue han any other daily paper. 

== the Sroakees m (Mass ) ENTERPRISE has a 

circulation exceeding 7, 7,00 copies per day 

is not doubted - £5) ene r has a general 

neat ap; rertising 





ron- 


—~TL, for fixed rates. PtES & 
MoRse ADVG 


G AGENCY, Park Row, New York. 





MICHIGAN. 


FREE i: Will insert your ad free if we 


don’t apa _— every month. 
» Be. al te 
ICHIGAN— 


e. 
— a Sench, Detroit, Mich. 
In its issue of May 23d PRINTERS’ 
Ink will padi : an — on the subject: 
“ What papers la rtiser use to reac 
the people of Michigan. w ‘Contributions are re in- 
vited from persons who deem themselves compe- 
tent to prepare such an article. If use is a 
of any article sent in, in response to = invi 
tion, due credit will be given, and o —_ 
spondent will a a year’s cabereiption 
—. Ink in payment for service ren- 
ered. 











MINNESOTA. 


N INNEAPOLIS TIDENDE has the 
4 oon of any Norwegian- 
in Minnesota. 


Tf. FauL GLOBE, daily, ney th Sunda 
wR No. 





cir- 
paper 





, 30,000 ; 
17 —_ 


MONTANA. 


N ONTANA—In its issue of June 6th PRINTERS’ 
i InK will publish an article on the subject : 

“ What papers an advertiser use to reach 
the people of Montana?” Contributions are in- 
vited from persons who deem themselves com- 
petent to prepare such an article. If use is made 
of any article sent in, in response to this invita- 
tion, due credit will be given, and: our corre- 
yy will be entitled to a year’s subscription 
b —— Ink in payment for service ren- 

ered. 








NEBRASKA. 


NP in will pe —In its issue of June 6th PRINTERS’ 
ian will publish an article on the subject : 
Ties Esoate shall an advertiser use to reac’ 

the — of Nebraska!” Contributions are in- 
vited from persons who deem themselves com- 

to prepare such an article If use is made 

of any article sent in, in response to this invita- 

tion, due credit will be Exe. and our corre- 

will be entitled to a year’s subscription 

to PRINTERS’ te in payment for service ren- 


dered. 
NEVADA. 


EVADA—In its issue of June 13th PRINTERS’ 
- yh. will iy] an article on the a 


l an advertiser use to reac’ 
the the people 0 of Nevada!” 














his invi 
tion, due credit will be Poy and our — 





rn 01 
ple je Court. New York, CE. ELLIS, 








The Housekeeper, Minncapolis, 
Application, Pay Advertisers. 





INNESOTA—In its issue of May 23d PRmnt- 


le of Minnesota!” 
‘trom persons who deem them- 
pre such an article. If 
any artic 2= sent Ly in response to 
— invitation, due credit be given, and our 
ndent will be dit ina to a year's sub- 
ooripe ion to Printers’ Ink in payment for serv- 
ice rendered. 


will ith ear’s subscription 
: to PRINTERS’ Ink in apie for service ren- 
ered. 





NEW HAMPSHIRE. 


EW HAMPSHIRE—In its issue of June 13th 
PRINTERS’ INK will publish rti ie 





subject : “* What papers 
reach the people of New 
butions are invited 
selves mee pe pes prepare such 
use is made of any anticle an sent in, in response to 
this invitation, due credit will be’ given, and our 
correspondent will be entitled to a year’s su 
—- wy 4 in payment for serv- 
rende 





PRINTERS’ INK. 


NEW JERSEY. 
THE EVENING JOURNAL, 


JERSEY: CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find IT PAYS! 


EW JERSEY—In its issue of June 2th PRintT- 
= ~pri-y - Py ye > 








pers shall an advertiser use 
reach the people of of New Jersey aed Contributions 
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OWL) acsends Tun Im Ror Gener 
weekly circulation in 


be Co., N. 
EWBURGH, N. Y. 
aoummmanintariaceiee- tem 5,00, The leading 


ADVERTISERS «keep your eye on 
GODEYS” 
because the reading public are getting, 


46 _ %? 
@& for the price of 1, 
which means—“ Practienty your choice of any 
American Peri Free.” 











are invi from persons who 
competent to prepare an article. If use is 
article 8 le sent ip. "> response 
given, and our cor- 


made of 
toa year's subscrip- 


invitation, due credit will be 
respondent will be st S 
tion to Printers’ Ink in payment for service 


rendered 





NEW MEXICO. 


EW MEXICO—In its issue of June 20th Print 
ERS’ ink will publish an article on the sub- 
ject: an 


papers shall vertiser use 
Teach the people ft New Mexico!” Contribu- 
tions are invited fro; poeeee —_ deem as 
selves — to prem 

use is made of any article 

this invitation, due credi 

mdent will be ted & “eo sub- 
pe on to PRINTERS’ INK in payment for serv- 
ice rendered. 





HOW DO YOU EXPECT TO PUT 


LIFE 


INTO YOUR BUSINESS IF YOU DO 
NOT PUT YOUR BUSINESS INTO 


“LIFE?” 


NORTH CAROLINA. 


T= CAUCASLAN leads in the State. Has the 
largest paid-up subscription. 











NEW YORK. 
GT NicHowas. 


ICK’S 
ae of t Rockies, 184,519. Fact. 








OHIO. 


an one-inch hotel ad three months. 
Y NEWS, Zanesville, O. 


PENNSYLVANIA. 





$2.0 








ICK 
Ve East. of tT Kockies, 184,519. Fact. 


QCRANTON Pa) REPUBLICAN has the largest 
© circulation of any Scranton paper. 











0 ha trial lines 25c. in Watertown (N. Y.) 
HERALD—30,000 readers. 





{OR any good business it will to use THE 
I Cmnistian ApvocaTE, New ‘York City. 


[HE LADIES’ bps ty for June will be 
oted inte: 





application. 8. 
pre ~~ 


¢c 
Toons OF blishers, N 


CLARION @ (Pa.) JACKSONIAN A= the = [woes 

~_bona fide circulation. All home prin 

P4EE’s FLORAL MAGAZIN 7 Pa. 
Monthly 125,000 proved c tion. Adver- 

Gsing ome, No. 517 "Temple Court, New York. 








RHODE ISLAND. 


T= NEWS, a. R.L., every evening, 
ONE CENT. 10,000 











ew 





pular periodicals, THE PEo- 
OURNAL and THE ILLUSTRATED 
¥ rm circulation, 500,000 copies 
l rates, 00 per agate 
tim — ty iscounts. For we eon? 


and fart + 
IN, publi ne , 106 & 108 Reade St., N. Y. 
A COMPARISON _——~ 


During 1898 the New York EVENING 
T contained 25 per cent more cash 
advertising than any other evening 
per in New York, a visible concession 
Potts superior value as an advertising 
medium. 


N®e YORK-—In its issue of June 27th PRINTERS’ 
a ink will ent an article on the subject : 
“What papers shall an advertiser use reach 
po people of New York!” Contributions are 
invited from persons who deem nif use fs 


r.5 sey ~ Hour 3 














tion oy ane ink in At a, for service 
rendered. 


poe SILVER Cross, 158 W. 23d St.,N.Y.: 


GENTLEMEN April 23, 1894. 
We wish to congratulate you upon the great 
improve in you per, and we are pleased 
to state to you our bel ot in hy value as an ad- 
vertising lium, goii ggg pF ~—s a > 
lect and desirable, const: haem 


= in Sorat i of 


POunoe 
rs. “ Bon-Ami” Soap. 





ness. Yours very ly ore 


r of “known 


EWPORT DAILY N. aWS, a 
N : — edition n 3,500 copies. 


circulation.” Average 


TEXAS. 


tue POST: Houston, texas, 


Pp, paasraR IssvU. Aa! = guz 

DAILY RE TEXAS, an 
orfeit ore mf 00, 4 C. 
vertising 








ell’s 1894 Directory mS rg 
BECKWITH, Sole Agent Foreign 
New York and Chicago. 


WASHINGTON. 
GEATILE TELFGRAPH. 











QEATTLE TELEGRAPH, the leading 
\ Democratic daily north of San Francis 





WISCONSIN. 


eS. Biwauieee. The leading German 
religious newspaper in Wisconsin. 
V TISCONSIN AGRICULTURIST, Racine, Wis 
circulation of any ‘lish paper 
in Wisconsin. 


SO. & CEN. AMERICA. 
)ANAMA STARAND HERALD —D.andw. 
at Panama ; est. 1849. fides 


.and Span. ed: 
pa. Mexico, Cent. and So. America. Cir., . 
ANDREAS & CO., gen. ‘agents, 5 52 Broad St., Y 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., 
Eprrors ano Pustisuers, 


a 4 Iqgued every Wednesday. Subscription 
 Detase a veer. Five pe copy ; 
Three Dollares hundred. No back numbers. 
be for r publishers who his 
= for NTERS’ INK for the benefit of their 
vertising patrons can obtain special terms on 

pote nod 

Being printed from plates, it is always 
ere quran ew catlon of tiv unde 
co) or ora r number al ree do. 
jars a hundred. Se 


t@ Except by special assignment, PRINTERS’ 
INK does at invite a ions Bs persons 
who expect th rn of unused manuscript or 
to be paid for Sobe contributions. 


reining Paireas fw 282 Bota sttte'one 
stopped at the aigbalenell of the = re pald for. 
Orrices: No. 
CIRCULATION. 

Average for last 13 weeks, - 





10 Spruce Street. 


17,700 copies 








NEW YORK, MAY 16, 1894. 








IN advertising be sure you say what 
you mean. 





Don’t pay for space, and then waste 
it by running a poor ad. 


THE power of hypnotism lies in a 
cleverly displayed ad. 


THERE is not a legitimate business 
that cannot be benefited by advertising. 





Don't be too ready to adopt new 
methods of advertising ; be a little con- 
servative. 





CONTRAST plays an important part 
in display ; don’t be afraid of ‘* white 
space. 





EXPERIENCE tends to confirm the 
opinion that success in the commercial 
field to-day lies in advertising. 

Ir you are lax in the wording of 
your ads, people will expect nothing 
better of you in your other branches 
of business. 

FACTS remain, as ever, the most 
stubborn of things. This being true, 
no one can find any better or more po- 
tent form of argument to introduce 
into his advertising. Ours is a very 
practical age, and we really do like to 
“* get down to facts.” The advertiser 


who recognizes this fact scores a point. 


PRINTERS’ INK. 


ComposiTors and proofreaders get 
much blame for the few errors they 
make and little praise for the many 
blunders they rectify. 


A MAN is never in the mood to 
search for the meaning of an advertise- 
ment. What you have to state must 
be put in the clearest and most straight- 
forward manner. 


SUBORDINATES may be capable of 
doing the routine work of the office, but 
when it comes to work that is to go out 
into the world, the eye of a superior 
should at least pass judgment on it. 


Do Nor over extol ‘the superior qual- 


ity of your own goods. Self-praise 
will not help your case, Just make 
plain statements. They have a great 
effect on a customer. Still, if you 


have nothing good to offer, don’t ad- 
vertise. 





THE man who refuses to advertise 
his business, saying that he is willing 
to let trade come to him by natural 
means, should, to be consistent, walk 
home from business, cook his dinner 
over a few embers, and read the paper 
by the light of a pine knot—if he can 
read. 





PEOPLE who read newspaper adver- 
tisements do not look for elegance of 
style. They are in search of facts. 
Give them what they are looking for, 
and write a novel to show your literary 
ability—you need not publish it unless 
some other person will assume the ex- 
pense. 





WHILE the miser’s money is secreted 
in a cellar, it is losing interest. ‘The 
merchant who has goods in stock and 
fails to let the public know of it, pur- 
sues a policy that is equally unsound. 
In both cases the principal may be 
secure, but the profit which might be 
realized is lost. 





Ir stands to reason that men who 
know the fundamental principles of 
advertising, together with all the auxil+ 
iary principles that go to make adver- 
tising an art, are in a position to com- 
pete at an advantage with those who 
rely upon their intuition as a guide. 

PRINTERS’ INK is a text-book to the 
untutored ; a guide to even the most 
proficient ad writers ; an indispensable 
adviser to all who claim to keep abreast 
of the times. 























A MAN is unreasonable who expects 
a bad advertisement to. do effective 
work, even though it appears in a first- 
class The paper is merely a 
conveyance which is used to bring the 
ad before the reader. Further than 
serving this object it is impotent. 
The failure to obtain results is due to 
the inefficiency of the advertisement. 
A bad one may even do harm—but it 
costs just as much as the best. 





THE object of all advertising is the 
dissemination of knowledge relative to 
some subject with which the advertiser 
wishes the public to become acquainted. 
If the article to be advertised is not 
known to the public, the ad must go 
into a detailed explanation. Pursuing 
the methods of the salesman as closely 
as possible, it must set forth the qual- 
ities that recommend the article, tell 
of its cost and where it can be pur- 
chased. If the summing up is strong 
and the general treatment lucid, it is 
reasonably certain that the ad will 
make an impression on the mind of 
the reader, 





IS IT RIGHT? 


Referring again to Mr. F. C. Ringer’s 
inquiry in- PRINTERS’ INK for May 2d, 
on the subject of the permissibility of 
advertisers 
a p propriat- 
ing the illus- 
trations of 
others, to 
adapt them 
to their own 
uses. Such 
a practice, 
whether 
right or not, 
is common, 
and growing 
more so, 

The illustration printed here is a 
case in point. The Binghamton Wagon 
Company build high-grade buggies, 
surreys, etc. Their vehicles are built 
on honor, doubtless. “Their registered 
trade-mark, however, is appropriated 
bodily from outside sources. The 
center is a patent medicine company’s 
copyrighted trade-mark, and the border 
a design invented by the advertising 
manager of the Victor bicycle. 

A picture is the expression of an 
idea. Probably it is no theft to steal 
an idea. A more general expression 
of views on this subject is invited. 





PRINTERS’ INK. 
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STREET CAR ADVERTISING. 
‘By Wyndham Robertson. 


The difference in schemes between 
newspaper advertising and the various 
forms of ‘‘ bill board” advertising is 
that in the former case publicity is ac- 
complished by many readers being 
brought into contact with many pa- 
pers ; while in the case of ‘‘bill board” 
advertising a single fixed announcement 
carries the message to the crowd, instead 
of being subdivided into many units 
of information. ‘There is no question, 
in the writer’s mind, but that the 
newspaper affords the cheapest form 
of advertising, measured by results ; 
and yet the bill board offers peculiar 
advantages ir certain directions, and 
must not be sneered at in any compre- 
hensive scheme of advertising. 

Of all forms of the fixed single no- 
tice none surpasses in value the street 
car panel. The average citizen in a 
street car is in a peculiarly receptive 
state of mind. He cannot stare per- 
sistently at his neighbors ; he tires of 
twisting his neck out of shape to look 
out of the window ; his last resort is 
to read the ads in the car. He does 
this thoughtfully ; misses no word, as 
his original impulse was to consume 
time ; notes the catchy rhymes, or the 
illustration or the tasteful printing. 
The probabilities are even as to his 
going to business or going home. Of 
course, the advertising advantages are 
greater in the first instance. The ad 
thus finds him a willing reader, open 
to conviction, and speaks its message 
at the best moment, for he is more apt 
to act upon suggestions of purchase at 
that time than at any other hour of 
the day—for the presumption is that 
when he has closed his own store or 
office, the stores in other lines have 
closed also, and the advertisement on 
the home ride must carry its force 
through the evening and over the 
night, and can only influence action 
on the following day. 

The pedestrian has a thousand sights 
and sounds to divert his attention, and 
he has an indifferent eye for the way- 
side bulletin. 

But in the street car his attention is 
focused upon the ‘‘ panel ad,” and it 
plants its root of suggestion very deeply 
in fertile soil. There is then real 
ground of confidence in the value of 
street car advertising ; but it must be 
of high quality and striking character. 
There is room for the very best work 
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in the form of advertising ; the crisp, 
pungent, catchy line or two outweighs 
a dozen yards of commonplace. Much 
thought should be given to the typo- 
graphical appearance. The most at- 
tractive panel, in the subject matter 
and execution, is none too good for ef- 
fective street car advertising. 


EROS ES 
THE VALUE OF DISPLAY. 


Every advertiser has his opinion 

regarding the potentiality of display. 
One is certain that an ad runs the risk 
of being overlooked unless it has dis- 
play to arrest the reader’s attention. 
Another maintains that the beneficial 
results attributed to the use of display 
are greatly over-estimated. And so it 
goes. 
The subject of giving an ad its 
proper setting is one of interest to all 
advertisers, and the opinions of men 
who ought to know something about 
advertising is of value to the readers of 
PRINTERS’ INK. 

O. E. Cozzens, of Lord & Thomas, 
the Chicago advertising agency, holds 
these opinions : 

There is a point in the advertising business 
that I think is to a great extent given too 
little attention. It is the setting of ads, 

Give an artist jewe'er a valuable gem and 
he realizes that to fully sang” beauty it 
must have a per setting. hy not hold 
to the same rule when you havea gem of an 
idea for an advertisement ? 

The printer who sets advertisements ought 
to enter as enthusiastically into his work as 
the j weler, and be as much of an artist in his 

ne. 

The jeweler gives careful consideration to 
the best setting to bring out the jewel, its 
scintillations, beauty and brilliancy. Why 
shouldn’t the printer carefully study the copy 
and bend his efforts to bring out its brightness 
and strong points and emphasize the meat of 
the advertisement ? 

The catchy phrase—the pathway to the 
oal—the article advertised—its desirable 
eatures and strong points—the name of the 

msor ; all these should have careful con- 
sideration at the hands of the printer to make 
an advertisement successful in the highest 
sense of the word, 

To seta brilliant advertisement in a careless 
manner is like putting a Meissonier in a frame 
of 2x4s. The man who takes time and 
~~ in writing an advertisement and then 
leaves it entirely to the mercy of hurried, 
put-in-the-day printers wastes histime. The 
printer who looks on the copy as only a 
means to an end—the filling  j space—will 
seldom get up results-bringing advertise- 
ments, 

The erroneous idea some advertisers have, 
and the couscience-easing idea many pub- 
lishers have, that in large dailies an advertise- 
ment can only be thrown together on account 
of lack of time, was — shattered in my 
case, when I saw three intelligent printers set 





up a full seven-column page advertisement in 
two hours in an office with limited facilities. 
And they did this day after day, too, 
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I have in my mind along this line a certain 
large daily. To-day it is a model of ad-set- 
— interesting alike to printers, advertisers 
and readers, where but a shirt time ago its 
advertisements were not even up to the ordi- 
nary metropolitan standard, What has brought 
about this result? A man has taken hold of 
the advertising of that paper who believes 
that as much care should be taken of adver- 
tisements in the composing room as is taken 
in securing the business or in writing the ad- 
vertisements, and has impressed this idea on 
the minds of the compositors. 

In looking over the ** ready-made” adver- 
tisements recently appearing in PRinTERS’ 
Ink I have been disappointed at the many 
bright advertisements spoiled by poor dis- 
play. The same fact is noticeable in almost 
every periodical one picks up. 

Good points which, well brought out, could 
not but help to make the advertisement 
strong are crowded together in solid Roman 
type and nothing but a catch phrase, mean- 
ee by itself, monopolizes the display. 

ight there is where the compositor should 
have shown his broad appreciation of the 
advertising situation, and shown that he 
understood: his part. of the business better 
than the writer of the advertisement. Sev- 
eral years’ experience in the composing room 
of one of the I: rgest advertising agencies in 
the country has taught me that even advertis- 
ing experts are willing to forego the scheme 
of display laid out if they find their advertise- 
ments are in the hands of thinking composi- 
tors. 

It seems to me a few practical articles on 
the practical side of advertising, the setting 
of the advertisements, could not fail to be of 
vast interest to your readers, and I trust 
Printers’ Inx will from time to time favor 
us in this line of the advertising question 
with practical articles from the pens of men 
who are in their line successes, and who go to 
make the pleasing effects we see in the maga- 
zines and metropolitan dailies, 


In regard to the display of the 
ready-made ads in PRINTERS’ INK, it is 
only necessary to say that they are not 
printed with a view to showing the 
proper display, as the limited space 
allotted the Ready-made Department 
would not admit of it. These ads are 
offered merely as suggestions from 
which the astute advertiser may evolve 
striking ads by making a few altera- 
tions and amendments necessary to 
cover his particular case. 

All the ready-made ads are set in 
nonpareil old-style, with head-lines in 
pica De Vinne, and an ad that occupies 
one-eighth single column can. be ex- 
panded so as to appear to advantage in 
even three-column width in news- 
papers. 

Mr. Cozzens speaks of ad-writers 
shifting the burden of responsibility, 
in the matter of display, onto the 
shoulders of compositors, when the 
writer sees that the compositor is a 
man who knows something about dis- 
play. Is there a compositor who does 
not think he knows all about it? ,Wise 
builders have the key-stone of an arch 














set by the master mason, so the wise 
advertiser will demand that the ad- 
writer edits his own ads. 

The views of C. A. Bates, the editor 
of the ready-made column, on this sub- 
ject are: 

‘* An advertisement should be solid- 
ified ‘talk.’ I differ somewhat with 
the Powers idea, If I saw aman on 
the street to whom I wished to talk I 
would call to him in at least a two-line 
pica tone of voice, and after I had him 
by the button-hole I would say what I 
had to say, clearly and distinctly, in 
plain pica old-style.” 

Continuing, Mr. Bates says: ‘*‘ Too 
much stress is laid on the efficacy of 
display.” 

A little goes a long way, and still the 
price paid for white space in the metro- 
politan dailies and magazines is enor- 
mous. It would be less expensive 
and probably more advantageous 
were advertisers to utilize less space 
and make their advertisements attract- 
ive reading by embodying in them 
common sense and good English, in a 
plain talk about goods, for one can see 
that the readers of to-day are fast 
awakening to a realization of the fact 
that by perusing the advertisements of 
their papers they are put in a way of 
finding what they want with compara- 
tively little trouble. Ads are now 
read with as much zest as is the 
reading matter. If this idea event- 
ually prevails the day of display will 
have passed, and harmonious-looking 
pages will supersede the piebald sheets 
of to-day. 


AN EVERY-DAY EXPERIENCE. 
“Tuer JournaL”—Dalry anp WEEKLY, } 
Josern Warp Lewis, 

Editor and Manager. 
PirtsFieLp, Mass., May 5, 1894. J 
Editor of Printers’ Ink: 

I inclose copy of letter written to N. W. 
Ayer & Son, If it isof any value to you for 
publication, you are at liberty to use the 
whole or any part of it, nen - 

EWIS. 

If you use anything of this, be kind enough, 

please, to send me marked copy. 


PittsFiELD, Mass., May 5, 1894. 
N. W. Ayer & Son, Philadelphia: 

GeENTLEMEN—Your valued favor of the 4th 
instant is at hand, ’ 

You say you cannot place the Fairbank ad 
with me except you have position. I cannot 
give you the desired position at present, my 
paper being more than crowded with position 
ads ; so we'll drop the matter right here, — 

As for my misunderstanding your position, 
I understand it perfectly, and for that reason 
wrote on April 28, in just the tone you write 
me. So faras dealing with me is concerned, 
it isn’t necessary for youto éxplain how much 
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you want to help me to get ads. The fact, of 
course, is that you want to use my paper and 
offer all you can afford for an ad. ive you 
a price that I can afford to make, which, as 
you know, depends upon a variety of condi- 


tions circumstances, varying somewhat 
from time to time. I should be id to take 
all the business you send me, if I could afford 


it at your prices. You would be glad to give 
me considerable business if you could afford it 
at my prices. As for your being anxiousto 
help me, or my being anxious to help you— 
that’s a pretty little Ection which doesn’t de- 
ceive either you or me, though I doubt not 
there are any number of publishers who think 
you are the most self-sacrificing people in the 
world, 

1 don’t write this with injured feelings, or 
because I want to blow, but simply to show 
you that it is unnecessary for you to waste 
time in telling me how much you want to help 
me. Let me say once for all, 1 want all the 
business you can send me that I can make a 
profiton, I’llmake what, from my point of 
view, is a reasonable rate; vou will accept it 
if you can make a profit at my price; if not, 
you’ ll not give me the business. I think you 
understand that I understand your position. 

Respectfully, Josern Warp Lewis, 


If publishers like Mr. Lewis had a 
uniform schedule of charge, and agents 
like N. W. Ayer & Son knew it and 
could rely upon it, what a vast amount 
of letter writing would be saved. As 
it is, the agent writes machine-made 
letters by the hundred. Some bear 
fruit. Others fall on stony ground 
(vide Pittsfield), and bring out letters 
like Mr. Shaw’s. Such letters are 
recognized by the Ayer advertising 
clerk having the matter in charge as 
just as much machine-made as the one 
that he had taken so much pains to 
construct so as to fit five hundred 
cases without the change of a word. 

If Ayer & Son really want the paper, 
the letter like Mr. Shaw’s is practically 
ignored. A new order is sent at an 
advance of, say, a dollar and a half 
over the original offer, and a cut of say 
eighteen dollars and a half on the pub- 
lisher’s upset price, and if the corre- 
spondence has proceeded far enough 
the publisher generally accepts in sheer 
desperation rather than wear himself 
out with any more letter writing.—Ed. 
PRINTERS’ INK. 





HE DON’T SMOKE CIGARETTES. 
SHERMAN, Texas, May 3d, 1894. 
Editor of Printers’ INK : 
See marked want ad: 

Y ANTED—A boy 16 or 18 years old to learn 
W the bakery trade. Country boy preferred. 
Call at Eureka ery. 

Can you explain why there should be a dis- 
tinction made, and a country a 
over the town boy ? rE, C, Hunter, 








A sicn in a Brooklyn store-window in- 
quires: ‘*What is home without good butter? 
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A REMARKABLE COMMUNICATION. 
From the American Stationer, May 3, 183. 

The following communication has peculiar- 
ities which will suggest themselves to readers, 
The American Stationer has no use for and 
declines the service tendered : 

WasuincrTon, D. C., April 28, 1894. 
Howard Lockwood & Co., New York: 

Dear Sirs—After five years’ service as law 
clerk and attorney for the Post-Office Depart- 
ment, I have resigned from the servive to en- 
gage in private practice. 

uring such period complicated questions 
of law and fact, growing out of the contentions 
of publishers of books, newspapers, magazines, 
trade papers, story papers, novel ttes, acver- 
tising sheets, rw A publications and those 
issued by benevolent and fraternal societies, 
in the use of the mails, have occupied much 
of my attention,and I may claim to possess 
full knowledge of the law governing these 
questions, as well as how the requirements or 
changes necessary to bringa publication with- 
in the statute and departmental rules may 
effected. 

I am also familiar with the statutes, court 
decisions and official rulings relating to lot- 
teries or similar schemes, whether desired to 
aid the business or ventures of private parties, 
or ingrafted in the plan of corporate enter- 
prises doing business as investment concerns. 
An amendment can often be suggested that 
will permit an advertisement of such business, 
once excluded, free access to the mails, The 
delivery of many publications is prohibited 
for the reason that announcements or adver- 
ti ts are c ined inthe same, the terms 
of which are repugnant to the provisions of 
the anti-lottery, the obscenity or fraud stat- 
utes, the provisions of which are rigidly en- 
forced by the Department. Losses that must 
result to publishers and advertisers from the 
enforcement of the above statutes and the 
consequent exclusion of the objectionable pub- 
lications from the mails could be avoided by 
first consulting with me in such matte:s, 

feel, after an extensive experience in pass- 
ing upon all manner and conditions of ques- 
tions connected with the United States Mail 
Service, that 1 can offer you efficient help and 
counsel should you desire advice or feel that 
your business may be assisted by one possess- 
ing my professional and official experience 
covering matters of the aforesaid character, 

Yours respectfully, R. W. Haynes. 





This identical Mr. R. W. Haynes 
was the postal clerk who, in conjunc- 
tion with Mr. D. C. Fountain, suc- 
ceeded in getting the Post-Office De- 
partment into its unfortunate position 
towards PRINTERS’ INK. 

Mr. Fountain, during Mr. Wana- 
maker’s administration, was de facto 
head of the Third Assistant Post- 
master-General’s office, and Haynes, 
when Judge Tyner happened to be 
absent from the Department, posed as 
legal adviser to the Department. ‘he 
two together exhibited a capacity for 
muddling that cost Mr. Harrison a 
great many thousand votes in Novem- 
ber, 1892. 

Tue little island of Iceland, with about 
70,000 inhabitants, has the same number of 
newspapers as the great empire of China,— 
Yreka, Cal., Yournal, 
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MASSACHUSETTS. 


The short essays on how to advertise mn a 
State or Territory, now appearing weekly in 
Pxintexs’ Ink, will eventually be published 
in book form Populations are from the cen- 
sus of 1890, and all newspaper facts and sta- 
tistics are based upon the American Newspaper 
Directory—the issue for 1894—issued May 1st 
and now on sale, 

Massachusetts is exceeded in popu- 
lation only by New York, Pennsyl- 
vania, Illinois, Ohio and Missouri, 
while excepting New Jersey, Connecti- 
cut, Delaware and Rhode Island, she 
has the smallest territory of any State. 
Her population is 2,238,943, and her 
square miles number 8,040. She is 
rich in newspapers and periodicals of 


be every class—having in all, 664; 80 


daily, 358 weekly and 171 monthly. 
With so many people, so compactly 
settled, so prosperous and with so 
many and such excellent newspapers 
for them to read, the State appears to 
have special claim for an advertiser’s 
consideration. When he comes to a 
selection of newspapers however, if he 
has in mind reaching only people within 
the State, it will be almost as difficult 
to decide which to omit, because of 
their larger circulation outside, as to 
know which of local circulation may 
yield best service. 

The Boston dailies, more especially 
the Globe, Herald and Journal, are to 
be found in every New England State, 
but they are none the less of first im- 
portance to the Boston or Massachu- 
setts advertiser. The Globe, morning 
and evening, has a guaranteed circula- 
tion of 183,047 daily, and 165,617 Sun- 
day. It has the largest circulation 
given to any independent Democratic 
daily, and with but one exception, to 
any daily in North America. The 
Herald is also issued morning, even- 
ing and Sunday, and receives about 
the same class of patronage as the 
Globe. The Journal (morning and 
evening) is guaranteed 66,312 copies 
daily, and is, as it has been for sixty 
years, one of the most reliable and 
substantial newspapers in all New 
England. The Post, the out-and-out 
Democratic daily of New England, has 
printed more than 40,000 daily for the 
past year, while the publisher's average 
for February is put at over 63,000 
daily and 82,000 Sunday. For local 
circulation the Post is not surpassed 
by any of its contemporaries. ‘The 
Evening Transcript, in its sixty-fifth 
year of existence, is the tea-table paper 
of Boston and an exceptionally good 














medium for reaching the better class of 
families. In its peculiarly excellent 
field the value of the Boston 7ran- 
script is not equaled by any other 
newspaper in the United States. Ina 
lesser. degree, peculiar excellence may 
be claimed for the Advertiser, which 
is older than the 7ranscript by nine- 
teen years and is peculiarly the paper 
of the Boston merchant. ‘he 7raveller 
is an evening paper, Republican in poli- 
tics, and a favorite with many Boston- 
ians and suburban residents. The 
Evening Record is a penny paper, es- 
tablished in 1878, and reported as cir- 
culating in excess of 40,000 copies 
daily. Boston has one-fourth of all 
the population in the State, but con- 
siderably more than half of the amount 
to be used in advertising in Massa- 
chusetts should be expended in this 
city. 

The newspapers and periodicals in 
Boston, credited with issuing more 
than 75,0c0 copies, are as follows (fig- 
ures indicate circulation guaranteed) : 





Ge ithevesssscuctvcanewes D. 183,047 
hTERT S. 165,617 

3 ecceseccccces 85,355 
Youths’ Companion - 572,740 
American Nation,........ 77,000 

DMB. cocccoscscccceseces M. 

Househoid,..............M. 86,000 
Whole Family............ M. 100,000 


Those not already named, credited 
with more than 40,000 copies, are : 
Evening Record, 





—— iovaénmenen 66,3'2 
MER. - voscvncns’ comcooeees D 

Sacred Heart Review..... W. 40,000 
Yankee Blade............ 

Cheerful Moments........ M. 
Popular Educator......... M. 


Woman’s Home Journal. . 


Those not already named, credited 


with more than 20,000 ben. are: 
American Cultivator... 





Bicycling World.......... W. 
Congregationahst. . wm 4 

ic bncbbonss s-cesses WwW. 
Republic......... — 4 

Farm Poultry............. M. 30,521 
Heathen Woman's Friend.M. 22,500 
Knights of Honor Repor’r.M. 39,760 
Our Little Ones.......... M. 
Working Boy.. 

Wl paidess oe Sescseneen cae 





Those not already named, credited 
with more than 10,000 copies, are : 


Evening Transcript....... D. 
RESET W. 11.618 
Banner of Light.......... Ww. 
New England Farmer.....W. 
Our Sunday Afternoon. ..W. 
ere Ww. 
Waverley acme, wae Ww. 
Zion's Herald............. WwW. 
Every Other Sundav...Bi-W. 11,500 


Am, Legion of Honor Jour.M. 15,360 


PRINTERS’ INK. 









605 

American Teacher........ M. 
Atlantic Monthly........ .~ 
ae 
BabyPathfinderR. R. GaideM. 
Ballou’s Magazine........ M. 
RNG dv''ds's db in cecaes 17,364 
Contributor. ... 
Cottage Hearth... 
Frank Harrison’s 

hand Magazine....... 
Heathen’sChildrenF riend.M. 14,000 
Household Companion... .M. 
Life and Light for Woman M. 14,183 
Missionary Herald........ M. 
New England Magazine ..M. 
Ree ..M. 
Primary Education,...... M. 15,200 
Social Visitor Magazine ...M. 
Trifet’s Galaxy of Music..M, 16,142 
Blessed Hope,............ Q. 10,000 


Boston has the one publication of 
largest national circulation in each of 
the following classes : 


Democratic Daily,...Globe......... 183,047 
Weekly of any sort,...Youths’ Com- 
panion...... 572,746 
3i-Weekly of any sort.Every Othe 
Sunday ..... 11,500 
ogg EEE BlessedHopeQ. 10,000 
Anti-Roman Catholic. Am. Protesi- 
ant.... Bi-W. 
Evangel’! Adventist. .Messiah's 
erald...W. 2,500 
Free Baptist.......... Morn’g Star.W. 
Unitarian,.........6. Every Other 
Sunday. Bi- ¥- 11,500 
Universalist. ......... Chr. Leader W 


Christian Endeavor. ..GoldenRule W. 85.355 
Child. & Young Peup!e. Youths’ vom 

panion,. .W. 572,746 
Deaf,Dumb and Blind, Mer tee. .M. 1,280 


Numismatics ........ Am. Jour. ‘of 
Cre Be es «ee 
ey eee icycling 
World,,..W. 
SES Am. Chess..M. 
Red Men,... Wampum Belt..Semi-M. 5,000 
Knights of Honor, , Knights of Honor 
Reporter...M. 39,760 


Commerce. . ..Com. BulletinW. 
Boots and Shoes. . .. .Boot and Shoe 
Recorder. W. 
Engraving, . Engraver and Printer. M. 
The following is a list of all cities 
and towns in the State with a popula- 
tion of more than 25,000: 


PR nicne.c<es Genie@une .. 448.477 
bi OP 4,055 
Babb 4 snestnen viaseaeee 77,696 
ND siccnsesdadeevtsas 74,398 
CREED. ois iess cccbanseee 70,028 
Diknks0nd000s <cveodotnse 559727 
eT 44,654 
ee Rr 445179 
New BIG ccvessossewenes 49.733 
PITT ios vin caveccneecess 40,152 
SS emia iar 35,637 
Ni c:Weiatnin oeaneidinehiireu 70,801 

PR cine devesdeeestsiove 27,909 
dsi ois vatvivtoscseses 27,412 
BRscecse cdescoccvacces 27,204 
Biss dc ccsncsaviocess 25,443 


No daily is published in Somerville. 
It is a suburb of Boston, as is Cam- 
bridge and Chelsea as well, and possi- 
bly Lynn should be so considered also, 

Cities having between 10,000 and 
25,000 are as follows 
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The asterisk before name of town 
denotes that no daily is published. 


CRIN anc ce sccéccccceccs. MGR 
PE nyidssorhcconteavess 24,379 


Pittsfield. 
 meoreg diecoses 
orth Adams... 
Northampton .. 
Chicopee....... 


Newburyport.. 
Marlbors. 


Clinton. euee ee 

“Hyde Park 

*Peal 

*South Framinghai 

No paper is published in Chicopee. 
Newton, Malden, Waltham, Quincy, 
Woburn, Brookline, Medford, Everett, 
Weymouth, Hyde Park and South 
Framingham are practically suburbs 
of Boston, as Chicopee is of Spring- 
field and Beverly and Peabody of 
Salem. 

Cities between 5,000 and 10,000 
are: 

Westfield... 


y 
Plymouth............ 
Leominster 


Watertown. 
ter.. 


North Attlebor: 
Stoneham 


Middleboro 
West Gardner.... 


Arlington 
Greenfield 


Amesbury, Milford and North Attle- 
borough only in this list issue a daily, 
and a considerable number of the other 
places are pretty thoroughly reached 
by the Boston dailies. 

Every county is represented in the 
above lists excepting Barnstable, Dukes 
and Nantucket. 

The following is a list of all news- 
papers in the State, outside of Boston, 
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credited with issuing more than 5,000 
copies : 

Athol.......Healthy Home 
Baldwinvi!le.Cottager, 

Brockton. ... Enterprise 

Fall River ..Globe 

Greenfield ..Gazette and Courier, 


D. 
.W. 
D. 


.-Evening Item , 
Ingall’s Home and a 


ag 
Modern Priscilla 
Evening News 
Union 


Spr ingfield. . _ 16,881 


Ss. 
New England Home- 
stead v 
Farm and Home... 
Amateur Gardening... 
Domestic Journal, .... M. 5,000 
Good Housekeeping ..M. 55,000 
Kindergarten News...M. 
Library Bullctin......M. 
Paper World . ‘ 
Worcester... Evening Post 
Tel 


Those not already enumerated cred- 
ited with more than 2,500 copies : 


Fall River,.... Evening News 
L' Independant. . 

Fitchburg......Sentinel 

Haverhi 

Holyoke... 

Lowell .... 


Malden........ Evening M 
New Bedford, ‘Evening ournal. 
Evening Standard. 


North Adams. Transcript 
Northampton. . Gazette 
Peabody .. ...Advertiser 
Pittsfield. 

Somerville 

Springfield . . 


W. 2,562 
— 
> 


mes Ww. 
Tuft's College. Universalist Union... M. 2,900 
BD eocvaxe .W. 3,635 


Winchester. —— Arcanum 
uide 


Worcester 


The Worcester Spy was established 
as a weekly in 1770, and daily in 1845. 
It combines for Worcester the good 
points of the Journal, Transcript and 
Advertiser of Boston. 

Those not already enumerated, cred- 
ited with more than 1,000 copies, are : 
. : 9164 

9300 
co 
W. 1,150 


, A 
Univer’ ny Se tg — 
Chronicle 
ae 


Clinton, 
Fall River 


Ww. 
Catholic Advocate. W. 
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Fitchburg....... D fe 
. 


Gloucester -Cape Ann Breeze, .D 
Times D 


Gt. Barrington .. r Ww. 
Haverhill...... --Evening Bulletin. 4 3 


Holyoke, ........D¢ 
Hyde Park s 
Lawrence........Eagh ‘ 
Der Anzeiger......W. 
Sunday Telegram. W. 
.- Citizen D. 


SS 
Bubier’s Popular 
Electrician 


Medford. 
Milford 


New Bedford 
Newburyport 


Northampton.... 
Pittsfield 


Rockland, 
Standard 
Salem ..,0-+ -...-Mission Worker... 
So, Framingham, Tribune 
Spencer........ ..- Lead 
Springfield....... 
Republican w. 
Herald of Life.....W. 
N. E. Stove, Hard- 
ware and House 
Furnisher.........M. 
Taunton 


Walpole... 
Waltham.. . 
Watertown.......Enterprise . 
Westborough, ...Chronotype 
West Gardner... — e 
Weymouth.,..... 
Worcester..... 


ews .... 


.. Democrat i 1,735 


D. 
W. 1.440 
. 1,265 
+ 1,300 
+ 1,450 
The favorite advertising medium in 
Boston, in Massachusetts, and in New 
England as well, is the Boston Giode. 
Some other journals claim superior ex- 
cellence on one point and another, but 
take it all in alla consensus of the opin- 
ions of advertisers places the Globe 
well in advance of every competitor. 
This position, rather quickly gained, 
but firmly held and admitted on all 
sides, indicates a quality of successful 
journalistic enterprise and merit so 
marked that it is simply wonderful. 
When an extensive advertiser looks 
around over the length and breadth of 
the land, he finds much difficulty in 
deciding upon even one other paper 
possessing equal capacity to benefit 
without requiring materially greater 
outlay. : 
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HIS REASON. 

“*We do not quote circulation figures for 
reasons which are satisfactory to ourselves,” — 
Extract froma letter dated May 4, from 
Charles H. Grasty, General Manager Bailti- 
more News. 

The position taken by the Mews is 
one that any publisher has a right to 
maintain. It is one that many pub- 
lishers will maintain so long as the 
public believes their circulation to be 
larger than it is. By setting the pub- 
lic right they have something to lose 
and nothing to gain. Baltimore has 
always been one of the most difficult 
places in which to obtain any definite 
information about the actual editions 
printed by its newspapers. Its news- 
papers are excellent, however, and 
profitable, too. 


> 





WOOD PAPER IS FOUND DURABLE. 

The first book made of ground-wood paper 
has been placed in the Berlin testing office 
for examination recently. It is said to be in 
good condition. As it was printed in 1852, 
very nearly half a century ago, the argument 
that wood-paper has no durable qualities 
appears to be seriously shaken.— Zr. 





JOURNALISTIC POETRY IN TEXAS. 


The Tyler (Texas) Telegram modestly ap- 
peals for subscribers as follows: 


Awake, awake, don’t be a clam, 
Subscribe for the daily 7elegram, 
Anglo-Saxon, sons of Ham, 
Dutchman, Dago, Chinaman, 

Tom, Dick and Harry, Bill and Sam— 
be all read the 7elegram, 

As the book of the great I Am, 
Filled with truth is the 7edegram. 
So let other papers shriek and damn, 
You keep your shirt on and be calm, 
And read the daily Telegram. 





Tue Atlanta Constitution prints a little 
paper for the young folkscalled the Conmstitu- 
tion, Jr., and the Savannah daily Dispatch 
is running a serial headed, ‘‘ Fables for In- 
fants.” ‘The scope of journalism is broaden- 
ing.—Macon Evening News. 

+> 

Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 

extra for specified position—if granted. 
Must be handed in one week in advance. 


SUPERIOR Mechanica! Engra . Photo Elec- 
trotype Eng. Co.,7 New Chambers st., N. Y. 


1 —Four Cents Per Pound. 

_ PRIN uneron, to Spruce St., New York. 

—Send 

STAMES EOP FOES BRM Bem, Pn. 

RAPID ADDRESSINC. 

The only authentic Trade Lists, Envel and 

Wesagess addressed Ak _Sears jinery. 

ames guaran a co . For ; 

ticulars address F. D BELKNAP, Prest., S14 316 
PORTRAIT, 


Broadway, New York City. 
Single col., I 5 


BEST 
CHICAGO PHOTO ENG. CO., 18 Madison. 














HALF-TONE 
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POSTAL noves ABOLISHED. 
The that will acco: 


or 


— imprint on cards free. Address for 
a TORD & CO., DETRorT, MIcH. 





Arthur’s | none 
or both 
Pete rson ? ~ + Magazines. 


F, E. MORRISON, Adv. Mgr., 
600 TEMPLE CouRrT, N. Y. 





















For poets abe agp Letter 
eh gg ooks, Circulars 
rinted Matter, Anythin 


MENTION THIS PAPER 
WHEN 
memniggl HN Strong, Hand- 
some, Pertable. In use all 


YOU WRITE. 
[Reel over ated States. Send for 
——__—— and 
X — gi SOMPANY A 
LOUIS, MO 











CONFIDENCES. 





Yes, Jennie, I have noticed it. 
I would not speak of it at all 
Were it not for the fact 
That I know a remedy. 


I had the same experience. 

Every now and then, 

And always at a time 

Most inopportune, 

One of those little pimple-like blotches 
Would appear on my face 

And annoy me 

Beyond expression. 


I haven't had one for six months now. 
I have a talisman 

That protects me. 

I get it at the drug store. 


You have seen the advertisement— 
I am pretty sure. 


Ripans eTabules 


Is the name—three dozen in a box! 
Swallow one after dinner, 

Or just before bed time, 

About once a week and 

You will be annoyed no more. 

But more beautiful! If you 
Would believe that possible. 








PRINTERS’ INK. 


0000000000000000000000 
THE 


TOLEDO 
BLADE, 


(TOLEDO, O#I0. 


THE DAILY EDITION 
more thoroughly covers Toledo and 
Northwestern Ohio than all the 
other daily papers of Toledo com- 
bined. 


THE WEEKLY EDITION 
is more evenly and thoroughly dis- 
tributed into every State and Ter- 
ritory of the United States than any 
other weekly-to-a-daily published. 





For particulars and advertising rates, 
address 


THE BLADE, TOLEDO, Onio. 
9990999990 S 09009009068 


RELIGIOUS PRESS 


1017 
NEWSPAPERS AND PERIODICALS. 


In the issue of PRiIntERS’ INK for 
May 30th there will appear 

1. A statement of the number and 
aggregate circulation of the newspapers 
and periodicals issued in the interest of 
each of the 66 sects or religious bodies 
represented by regular publications. 

2. The name and circulation of the 
leading weekly paper of each sect will 
be designated and stated. 

3. A complete catalogue of the relig- 
ious papers having a regular circulation 
of more than 2,500 copies each issue will 
be given; the papers of each sect being 
arranged in a list by itself. 

4. A statement of the number of 
communicants, their geographical dis- 
tribution, and other interesting facts 
and statistics concerning each denomi- 
nation. 

5. All classified, tabulated and ar. 
ranged to facilitate use by advertisers 


Price 5 Cents. 
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TO WHOM 
CaN | 





WRITE ADS 


moderately well, 
ARRANGE DISPLAY 

with effect, 
SELECT MEDIUMS 

with discretion, 
ANALYZE VALUES 


with success, 


BUY ADVERTISING 


with economy, 


SAVE MY CHARGES 


in discounts, 


SERVE 


WITH SATISFACTION. 


CuHarces K. Hammirtrt, 


NYTHING IN 
DVERTISING. 


231 BROADWAY, 
NEW YORK. 


SUMMER BOARDERS. 


THE 


National 











Tribune = 


OF WASHINGTON 





. D.C, 
‘reaches the most prosperous 
people in every town in the 
North and West. 

Summer Hotel Proprietors 
would do well to use its col- 
umns to reach a paying class of | § 
patrons. Address 


THE NATIONAL TRIBUNE, 


WASHINGTON, D.C. 


Or BYRON ANDREWS, 
66 Pulitzer Building, New York City. 
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KEY TO SUCCESS 





Where to Look For It. 


A lady came to me ‘pe perem qepee ago and 
begged as a specie favor that | e her son, a 
boy of some eighteen summers, in my office and 
teach him business ideas and business methods. 
She stated frankly that he had tried sev ro- 
a but = i other he had failed in 

en. gave 

tt oyment. in ‘my ‘Philadel hia office te - found 
both in ambition and application, 

and at tthe end of —_ days sent ome 
His father called to learo the cause of his being 

issed, and I told him frank kly that he was 

poiling a by endeavoring to 
make something else out of his son. T after. 
wards learned that the boy wanted to be an en- 
gineer, but an parents were well-to-do and 





wan m te An ey to something a little more 
genteel. Finally he did go on the railroad, and 
to-day is a successful 


is cagneere, 
mnsylvania R. R. Co. . He had found the 
because he had at last looked for 


the 


The industrial and finan road 
> — hE ~~ and wrecks to- 


have 
1 of the key to success, but 
xa it a elim rots their grasp, a an 
imprudent nog may have lived beyond 
their means, or — ad money in 
order to expand or increase the volume of their 
business, and most likely they looked for suc- 
cess in a wrong direction and failure resulted, 
— others in the same line of trade met ad 
eolty with cry ene | 2 triumph 
oa hrough the rm. The one is prudent, 
the other rash and with no thought for the 
future. — = “prepares for war in times of 
Peace. and Ss fi rprepared for wer - n it comes. 
e one has a e i bd, to a by employ 
ing method: 
usiness rules a § practicing a and in 
fact is the right man = the right place. 
other is, to use a terse expression, a misfit. He 
may be the right man, Dut he is in the wrong 
place. He should have been a doctor, a lawyer, 
a farmer, or a mechanic, perhaps. He did not 
a the key to success because, first, he looked 
in the wrong direction ; ‘secondly, he employed 
the wrong measures to 
Delaware is not a large State, but wienington. 





Del., is quite a la city—over 62,000 in habit- 
ants—and the key successful advertising in 
Delaware is THE MORNING NEWS, the only 


i daily in th State. 

morning in the 

In Philadelphia. Pa., use THE CALL. It 

into more homes than any other Philadel Chia 
afternoon paper. Saarate all communications 
to EDGAR HOOPES » 7 - MORNING ~—. 
Wilmington, Del., or Mgr. n Advtg., THE 
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July Copy 


should be sent THIS WEEK. Forms close 
promptly on June ist. Several prominent 
and successful advertisers have increased 
their space b of satisfactory returns 
our papers have brought them. Perhaps 
this carries a suggestion for you. 

Circulation for July guaranteed to be not 
less than 


,400,000 
COPIES. 


The idea that mail order advertising will 
not pay in any publication during the sum- 
mer is wholly wrong. We have reports from 
advertisers in all parts of the country prov- 
ing THE VICKERY & HILL LIST 


Pays Grandly. 


A New York advertiser has received, dur- 
ing the past six months, on an average, 1,600 
letters per month, each containing 25 cents. 


THE VICKERY & HILL Co, 
AUGUSTA, MAINE. 
New York Office, 517 Temple Court. 
C. E. ELLIs, Special Representative. 
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of the residénts of Wisconsin, 
Minnesota and the Dakotas 


The Weekly Wisconsin 


is especially gotten out—de- 
voted to literature and other 
matter of home interest ; 


IN the Homes 


of 30,000 residents of Wiscon- 
sin, Minnesota and the Dakotas 


The Weekly Wisconsin 


goes with clock-like regularity. 
As an advertising medium it is 
without a peer ! 
THE EVENING WISCONSIN CO. 
MILWAUKEE, WISCONSIN. 











Eastern Branch Office: 
10 Spruce St., New York. 
CHARLES H. EDDY, Manager. 


| 
Ht 
I 








If you want your 











Good 


LIKE 


Good 


MAY BE SPOILED IN THE 


= SETTING 


set or printed in a style to command attention 
and respect, just mail copy to 
WM. JOHNSTON, 


Ads 
Eggs 














ads, circulars, booklets, etc., 


MANAGER PRINTERS’ INK PRESS, 
10 Spruce St., NEw York. 
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Notice of . Removal. 





CAMPBELL NEW ADDRESS: 
PRINTING PRESS ano METROPOLITAN BUILDING, 
MANUFACTURING 1 MADISON AVENUE, 
COMPANY, COR. 230 STREET, NEW YORK. 
f2 YLYLAIAM AISI IAIALAIZ PLALL2 











When in the City don’t fail to see our ‘‘NEW MODEL’’ Wes run on a 
DAILY at an easy speed of 9,000 to 12,000 per hour. 


goowcees 














Advertising Novelties. 


aa———Fence-Board and Oilcloth Signs. 
Rulers, Yardsticks, Wood Novelties, Etc. 





ILLUSTRATED CATALOGUE FREE. PRICES VERY LOW. 
BUY DIRECT AND SAVE AGENTS’ COMMISSION. Aovoress 


THE AMERICAN ADVERTISING CONCERN, 


LOCAL AGENTS WANTED. JAMESTOWN, N. Y. 











THE FACT that over a million and a quarter Homes have declared their 
preference for a comparatively new publication very naturally 
suggests that this phenomenal pepularity rests upon some 
successful secret. 

THE SECRET is this: Comronrt is unlike any other paper. Its original, 
exclusive copyrighted matter appeals to the heads and hearts 

of The People and carries pleasure and profit to six 

million readers. 

THE RESULT is: “[f you put it in Comrorrt it pays.” 


“YY 









roe 


VOLUME 6 W°7 (MN67) 
PRICE 25 CENTS PER YEAR MAY 1894 
Space of agents or direct of the publishers. 
Home Office: | 
Augusta, Maine. 





Bosten : New Kerk 3 
John Hancock Building. Tribune Building. 
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ee for 1894. 


A publisher and purveyor of advertising space, whose opinions of the American Newspa- 
per Directory are worthy of publicity, is Mr. James H. Beals, Jr., the President of the New 
York Newspaper Union. Mr, Beals may be regarded as representing the local country 
weekly. Nearly all the 1,400 publishers who p-ocure their partly printed sheets (‘* patent 
insides") from Mr, Beals’ ready-print establishment are rated in the Directory, and hence a 
large proportion of its contents is studied by him with considerable interest. 

** The fact that I keep no other Newspaper Directory in my office,”’ said Mr, Beals, ‘‘is 
a pretty fair indication of the value I set upon it. It is undoubtedly the best work of that 
character published, and I can offer no suggestion as to its improvement because I consider it 
already as near perfection as money and labor can make it. I am satisfied that the repo: ts 
printed in the Directory concerning the circulations of the more important papers are tolerably 
correct. If errors do exist, I think they are rather favorable than otherwise to the publisher. 
The mistakes in the book which have come to my notice are in the ratings accorded country 
publications, I know the circulation of the papers partly printed by my company just as 
well as the publishers do. A newspaper owner does not order more copics of his paper printed 
than he is certain of selling. If we are in the habit of supplying him sufficient papers for a 
thousand copies and he is accorded a circulation in the Directory of 800, we know an injustice 
has been dore him, I have not the Jeast suspicion that Geo, P. Rowell & Co. desire to do an 
injustice to any one. I feel sure that no improper motives guide them in the ratings they 
accord. I do not deny that a newspaper publisher can avoid an under-rating by making a 
return of the number of copies of his paper printed. A certain number of them do so, but I 
fear their reports are not always correct. Every now and then some customer of ours will 
complain that a rival publisher has sent in a report of that character and been given a rating 
in the Directory to which he was notentitled, I believe that $100 reward offered for evidence 
of false reports has a deterrent influence on publishers disposed to make untruthful returns. 
This is especially the case with those papers wholly or in part printed ina different office from 
the one they are published in. 

“It is not the same, however, in the case of papers printed in the office of the publisher 
by his own employees. If he is in the habit of making false reports he will be careful not to 
engage any one whom he has reason to suspect would betray him. 

** I recognize the right of an advertiser to know the exact circulation of every medium 
he is asked to give business to, I would never think of refusing information of that nature 
to any advertiser who contemplates using the list of papers I represent. I believe an adver- 
tiser who allows himself to be controlled in his selection of mediums by the ratings in the 
Directory is not liable to go far astray. But I also belicve he should give a publisher a hear- 
ing before refusing to pay more for space in his paper than the circulation ratings in the 
Directory show it to be worth.” 


82: PRICE FIVE DOLLARS. 
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PRINTERS’ INK. 


At Last!! 


In last week’s PrintERS’ INK I advertised that I had sold 
ten tons of printing ink, and 1,150 pounds over, at four cents a 
pound by the barrel or six cents a pound by the keg, and that 
not one pound had been returned and not one buyer had found 
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any fault. 


That advertisement had scarcely gone to press before the 
Hagerstown, Md., G/ode reported that the ink I had sent them 


was too thin. 


Out of 171 orders this was the first complaint. 
The proprietor of the Globe says that the temperature of 


his press-room is 80°, 


temperature of his press-room was over 70°. 
I sent a heavier ink to replace that 


was for that temperature. 
returned. 


In ordering originally he stated that the 


The ink sent him 


How many ink manufacturers can say that out of 171 orders 
they have but one request to make the ink-—a littie thicker or a 


little thinner ? 


FOUR OF MY CUSTOMERS HAVE BOUGHT TWICE OF ME. 
ONE CUSTOMER HAS BOUGHT THREE TIMES. 

TWO CUSTOMERS HAVE BOUGHT FOUR TIMES. 

ONE CUSTOMER HAS BOUGHT NINE TIMES. 


and none of these has found any fault. 





Messrs, George Munro’s Sons, No. 
17 Vandewater st., New York, who use 
a thousand pounds a week, have bought 
INK of me nine times. I recently asked 
their man how he liked the ink. 

He said that they ‘* had no fault to 
find.” 

I asked him if the ink was as good 
as they had been using. ‘To this he 
repeated his first answer that they 
‘*had no fault to find.” 

I asked him if anybody wrote to 
him about it if he would say the same 
thing. 

He answered, ‘‘ Certainly!” 

I refer to my 4-cent ink in 500-pound 
barrels, sold for $20, check with the 
order. The barrel contains 500 pounds 
of ink. 500 pounds nef. 

To insure an ink that will exactly 


suit, all that has to be done is to send 
a copy of the paper to be printed, tell 
the kind of press used, the temperature 
of the press-room, and send a check. 

The last specification is even more 
important than either of the others. 
In some cases I have waived the three 
specifications’ first set down, but the 
fourth one NEVER. 

My prices are: 500-pound barrel 
at 4c., $20.00; 250-pound barrel at 
4%c., $11.25; 100-pound keg at §c,, 
$5.00; 50-pound keg at 5 %c., $2.75; 
25-pound keg at 6c., $1.50. __Deliv- 
ered at any railroad, steamboat, or ex- 
press office in New York. Address 


WM. JOHNSTON, 
MANAGER PRINTERS?’ INK PRESS, 
10 SPRUCE ST., NEW YORK. 
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PRINTERS’ INK. 








Western People 


Admire a live, enterprising, progressive newspaper which is not 
only up with the events of the day, but which is a leader in ail 
movements for the advancement of the interests of its section, 
State and people. The leader in the Rocky Mountain Section is 


The Colorado Sun, 


N. EISENLORD, Manager. DENVER, COLO. 


The Daily, Sunday and Weekly Sun has a larger following and 
influence than any other paper in Colorado. 

Subscription Price: Afternoon and Sunday Morning, 35 cents 
a month; Weekly, 50 cents a year. 


No newspaper in the Rocky Mountain 
Country claims one-sixth the circulation 
of the Weekly Sun, which has FOUR times 
the COMBINED circulation of the weekly 
issues of the other three Denver papers. 


CIRCULATION, BY STATES, OF THE COLORADO WEEKLY SUN. 








FOR WEEK ENDING 
May 5, 1894. 


FOR WEEK ENDING 











Carried forward... 26,540 Total.....26,896 

















Display Rate for Weekly, 10c. per Agate Line. 


For further information address 


THOS. D. TAYLOR, 


Manager Eastern Office, 
TRIBUNE BUILDING, NEW YORK CITY. 
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“‘ Justice, with uplifted scale, 


TRUTH, in nice balance with gold she weighs, 
4nd solid pudding against empty praise.’’ 


IT TAKES) 


ONLY HALF 
AN EYE > THAT Oe Bo Ni 


TO SEE <> 


















There are a great many things that should be considered in 
order to make advertising profitable ; the two 


principal and most important are : 






QUALITY and QUANTITY. 
THE 


Denver Republican 


SS” HAS BOTH We 


19,404 our. 26,322 sunor. 


Sworn Average for 1893. 
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Gxt 


Established in 1866, it has grown in power and influence 
with the people of the GREAT WEST, and is to-day, as it has 
been for more than a quarter of a century, the leading news- 
paper outside of Chicago and St. Louis. It has no rival in the 
State of Colorado, and the advertiser who wants to cover that 
section has no other means of reaching ALL THE PEOPLE. 


=. C. B d > KWIT H ° resin ‘Adtentistng, 


48 TRIBUNE BUILDING, NEW YORK, 609 “THE ROOKERY,” CHICAGO, 














616 PRINTERS’ INK. 


SPECIALTIES 
» SUMMER 
ADVERTISING 


- NOW COMMAND THE BEST ATTEN- 
TION OF ALL MOST INTERESTED. 
THOSE IN NEED OF ATTRACTIVE 
ADVERTISEMENTS, EXPERT AD=- 
VICE, ASSISTANCE OF ANY KIND, 


SHOULD APPLY AT ONCE TO... 


The George P. Rowell 
Advertising Company, 


Newspaper and Magazine Advertising, 


10 Spruce Street, NEW YORK. 








